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== local girl 
makes good 


+» business 


...via SPOT TV 


She sells better for national advertisers 
because she’s the local fashion authority. 
She translates Paris fashion and 

beauty news into tips her viewers can 

use on Main Street... and sells everything 
from home permanents to sewing 
machines while she’s at it. She’s another 
good reason why so many national 
advertisers consider Spot TV 

the BASIC advertising medium. 
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VIEWING HABITS 
HAVE CHANGED IN 
COLUMBUS, OHIO 


and the 





switch is to 


WTVN-TV 


COLUMBUS, OHIO 
3 STATION MARKET 


(ARB Feb. '59 Ratings) 





Top Syndicated Films 
WTVN-TV —7 out of 10 


Top Feature Films 
WTVN-TV — Top 2 


Top Network Shows 
WTVN-TV —6 out of 10 
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26 BOX SCORE: ’59 


Twenty-two sponsors will spend $36.2 million to 
reach baseball's enormous audience 





Too 


32 MARK OF HALLMARK 


Se ee 


Greeting-card company finds quality television 
best formula for advertising needs 


34 PROGRAM PUSH 


NTA’s sales division, under Mickey Sillerman’s 


direction, promises action aplenty 


37 VIDEO PITCH 


WTRE-TV uses closed-circuit tv to sell Wheeling 
prospects on the value of television 


38 CONSTANT CAMPAIGN 


Colgate-Palmolive director finds that you can’t 
take it easy on program promotion 


DEPARTMENTS 


| Publisher’s Letter 


Report to the readers 


ll Tele-scope 
What's ahead behind the scenes 


12 Letters to the Editor 


The customers always write 


19 Business Barometer 


Measuring the trends 


23 Newsfront 
The way it happened 


9 Film Report 


Round-up of news 


49 
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uw 


66 


69 


Washington Memo 
Tv and Capitol Hill 


Network Program Chart 
Listing of shows for April 


Spot Report 


Digest of national activity 


Audience Charts 


Who watches what 


Wall Street Report 
The financial picture 


In the Picture 


Portraits of people in the news 


In Camera 
The lighter side 
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WLBZ-TV 


2 


NBC Affiliate 
Bangor, Maine 


Now you can 
cover Maine’s 


2 major markets 
with NBC 
and save 5% 


Things have changed in 
Bangor. Yes, it’s still Maine’s 
fastest growing market, but 
WLBZ-TV now has the same 
network affiliation as her NBC 
sister, WCSH-TV Portland. 
And now when you buy a 
matching schedule on both 
you save an extra 5%. You 
are also buying the 2 leading 
stations in Maine’s two lead- 
ing markets. Ask your Weed 
TV man to document that. 


A MAINE BROADCASTING 
SYSTEM STATION 


WLBZ-TV—(2), Bangor 
WCSH-TV—(6), Portland 
WLBZ-Radio, Bangor 
WCSH-Radio, Portland 
WRDO-Radio, Augusta 
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Letter from the Publisher 


Reaction to Sarnoff 


Although the industry reaction to Robert Sarnoff’s NAB keynote 
speech was enthusiastic, the press reaction was generally unfavyor- 
able. This was, to a great extent, to be expected. The address was 
not a philosophical or sociological dissertation on television. It was 
a candid appraisal of the public image of television. It was a call 
to action buttressed by specific proposals on creating greater publie 
prestige for the television industry. In the wake of this action-call, 
an industry committee was formed, headed by C. Wrede Peters- 
meyer, president of Corinthian Broadcasting Corp., to outline a plan 
of implementation and to report its recommendations to the NAB 
Television Board within three weeks. 

The press reaction to Mr. Sarnoff’s proposals was paced by 
Jack Gould of the New York Times. Mr. Gould is acknowledged 
the nation’s most influential television observer and reviewer. When 
his “think” pieces appear in the Sunday Times the transcontinental 
telephone starts buzzing with tv and advertising executives exchang- 
ing reactions and observations on Mr. Gould’s latest pronounce- 
ments. In a typically dyspeptic column on the Chicago event, Mr. 
Gould commented, “Presumably by next month there will be some 
initial thoughts on how 100 million-odd viewers can be persuaded 
to feel as cozy with a tv set as they do with a bread box.” 


Critic’s Attitude 


“The very least,” he said, “that the NAB can do is to issue a seal 7 
of happiness that he [the viewer] can paste on the lower right- 
hand corner of his screen.” If anything, Mr. Gould’s attitude with 7 
respect to television is one of the strongest reasons for the indus- 
try’s information campaign. As Mr. Gould admits in a column writ- 
ten two years ago on May 19, 1957, “One of the handicaps under 
which television labors is the professional television critic’s im- 
munity from criticism.” However, in a column written the follow- 
ing week on May 26 Mr. Gould characterizes himself as “the 
stand-in” and the “proxy” of the viewer. 

No one in television. regardless of how presumptuous they might 7 
be, would wrap himself in the mantle that Mr. Gould has reserved 
for himself. He is, indeed, Prometheus Unbound. 


Two Groups 


Tv’s persistent drum-beaters of caustic criticism fall roughly 
into two groups. There are those who make a good thing, and in 
many instances a good living, out of berating television. Then there 
is a well-intentioned, articulate minority which is not particularly 
interested in what is on the air: they are primarily concerned with 
what they, as almighty arbiters, feel every segment of the public 
should have. 

The television business has long needed a coordinated nationwide 
public-information effort. Television cannot and should not sit by 
while the loudly proclaimed professional and amateur dissidents 


go unanswered. 
Cordially, Ly fick 











WITH WJW-TVS BIG MOVIES! 


WJW-TV has skyrocketed to the top with the BIG STARS “Famous on the local scene” 
in all THE BIG MOVIES from WARNER BROS., 20TH 


CENTURY, and UNITED ARTISTS. Add to these the great 
new PARAMOUNT FEATURES and you have a galaxy of f 
stars selling for you. Represented by the Katz Agency, Inc. 


CHANNEL 8 


er Storer Television CBS ¢ CLEVELAND, OHIO 


WUJW-TV Cleveland » WJBK-TV Detroit + WSPD-TV Toledo + WAGA-TV Atlanta + WITI-TV Milwaukee 














potential . 
a total $2.5-billion. 


“Tops tn 
sales power! 


WREX-TV — “The Viewers’ Choice 
DELIVERS your message to the 
buyers in this rich industrial and 
agricultural market. 

The consistent high quality in pro- 
duction, promotion and merchandis- 
ing of both spots and programs has 
earned many major awards for 
WREX-TV this year! 


TOTAL MARKET: 





Population 1,343,651 
Households 413,099 
Spendable Income $2,502,773,000 
Retail Sales $1,768,295,000 





WREX-TV 


new, wide range 


229 KW VIDEO 


COVERS ALL OF 14 COUNTIES AND MARKET PORTIONS OF 14 OTHERS 


The new, wide-range of WREX-TV, now increased to 229,000 watts 
video effective power (five times the former ratings), extends the 
primary limits of the Rockford TV market to encompass $1.1-billion 
. widens the “secondary” range of influence to include 


115 KW AUDIO 
spans a 


BILLION DOLLAR 
% Rockford primary 















WREX-TV COVERAGE 


WREX-TYV spans audience 
interest . . . comparative rank- 
ings of top programs, ARB area 
survey, shows 33 of top 37 pro- 
grams are all on WREX-TV. 
WREX-TV leadership is strong 
throughout the telecasting day: 
Rockford Metropolitan Area — 


station share of sets-in-use summary — 
for 4 weeks 


Source ARB Oct. 21 - Nov. 19 — 1958 
WREX-TV Station B 


Mon. — Fri. 
Sign-on to Noon 56.3* 48.4 
Noon to 6:00 PM 70.3 28.7 
6:00 PM to Mid. 55.1 43.8 
All Week — Sign-On 

to Sign-Off 59.2 40.7 


* Shares — station on less than the station tele- 
casting the most quarter hours during par- 
ticular period. 


a wider market/coverage range in the Rockford BILLION DOLLAR market 


W ERE as TV 


cuannar 9 S&B rocnroro 


J. M. BAISCH, Gen. Mgr. 


Represented 


By 
H-R TELEVISION, INC. 
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Another thriller-diller from WJRT— 





**How’s this for undercover work, Chief?” 




















**You’re getting warm, Ponsonby 


Hottest thing in mid-Michigan TV: WJRT, 
the single-station way to reach the nearly half- 
million TV households in mid-Michigan. And 
surely the most efficient way—for WJ RT covers 
all four mid-Michigan metropolitan areas— 
Flint, Lansing, Saginaw and Bay City—with a 


WJ 





oun. Pa FLINT 


ABC Primary Affiliate 


Represented by HARRINGTON, 


New York + Chicago « Detroit « Boston « San Francisco « Atlanta 


. But next time try WJ RT. It’s the 
efficient way to blanket Flint, Lansing, Saginaw and Bay City.” 








grade ‘‘A”’ or better signal. No further need to 
look in from the outside. WJRT gives you 
penetration from within. If you want to tell 
your story in Flint, Lansing, Saginaw and Bay 
City, WJRT is the way to cover all four with a 
single-station buy. Come on in; the selling’s fine. 





RT 


RIGHTER & PARSONS, INC. 
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The HOT SHOWS, 


MACKENZIE’S 
RAIDERS 


starring RICHARD CARLSON 


BOLD VENTURE 


starring DANE CLARK 


introducing JOAN MARSHALL 


SEA HUNT 


starring LLOYD BRIDGES 


HIGHWAY 
PATROL 


starring BRODERICK CRAWFORD 


BUFFALO 
WBEN-TV 


; = = % 
53.7 
SHARE 

23.5 RATING 

BEATS Groucho Marx, Wells 
Fargo, ‘‘M" Squad, Thin 


Man, Peter Gunn, Steve Al- 
len and many others. 


Jan. "59 


PENSACOLA 
WEAR-TV 


¥ ° 
/o 


SHARE 
35.8 RATING 


BEATS Wyatt Earp, Wanted 
—Dead or Alive, Ann Soth- 
ern, Garry Moore, Steve 
Allen, Maverick and many 
others. 

Jan. ‘59 


ST. LOUIS 


SHARE 


32.7 RATING 


BEATS Perry Como, Ann 
Sothern, 77 Sunset Strip, 
Wells Fargo, Lawman, Play- 
house 90 and many others. 


Jan. ‘59 


DALLAS-FT. WORTH 
WFAA-TV | 
% FF 
SHARE 
23.5 RATING 
BEATS Alfred Hitchcock, 
Wells Fargo, Texan, Groucho 
Marx, Playhouse 90, Red 


Skelton and many others. 
Jan. ‘59 


RATINGS SHOWN ARE PULSE OR ARB. 


















AUSTIN, MINN. 
KMMT 
*| 34.4” 
we 
SHARE 
j 21.6 RATING 
fells BEATS Phil Silvers, Perry 
‘hin Mason, Yancy Derringer, 
 Al- Restless Gun, Bob Hope, 
Dinah Shore Chevy Show 
_ *§9 and many others. 
Jan. "59 
CLEVELAND 
KYW-TV 
o% -. 7 
° Ri com 
40.6 
SHARE 
S 17.4 RATING 
anted BEATS Rawhide, Jack Benny, 
Soth- Dragnet, | Love Lucy, Texan, 
iteve Ed Sullivan and many others. 
= Feb. ‘59 
n. "59 
SAN DIEGO 
KFMB-TV 
9°, a 
"1 44.4 
4 & tae 
| SHARE 
G 27.4 RATING 
Ann BEATS Red Skelton, Perry 
Strip, Como, Ernie Ford, | Love 
Play- Lucy, Phil Silvers, Wyatt 
thers. (M Earp and many others. 
n.'S9 | Jan. "59 
q 
| 
RTH MILWAUKEE 
WTMJ-TV 
1 48.1 
SHARE 
G | 29.4 RATING 
cock, MM BEATS Desilu Playhouse, 
oucho Groucho Marx, “M" Squad, 
_ Red Danny Thomas, Steve Allen, 
ers. Gunsmoke and many others. 
an. "59 Jan. ‘59 











DENVER 
KLZ-TV 


42.5 


SHARE 


23.2 RATING 


BEATS Ann Sothern, Wyatt 
Earp, Naked City, Lineup, 
Wanted — Dead. or Alive, 
Texan and many others. 


Jan. "59 


CINCINNATI 
WLW-T 


38.0’ 


SHARE 
20.3 RATING 
BEATS Gale Storm, D.A.’s 
Man, Yancy Derringer, Bob 
Cummings, Cimarron City, 


Ed Sullivan and many 
others. 
Feb. ‘59 


Greenville-Spartanburg 
WFBC-TV 


63.1" 


SHARE 
31.4 RATING 


BEATS Perry Mason, Perry 
Como, Loretta Young, Rifle- 
man, Restless Gun, Yancy 
Derringer and many others. 


Jan. ‘59 


PORTLAND, ORE. 
KGW-TV 


41.5’ 


SHARE 
38.9 RATING 


BEATS Jack Benny, Ed Sul- 
livan, Wanted — Dead or 
Alive, Garry Moore, Wells 
Fargo, Loretta Young and 
many others. 

Jan. "59 








The Ziv man in your market can show YOU how to profit from 
using one of America’s GREAT selling forces .. . 


come from ZIV! 


Albany-Schenectady-Troy 
WRGB 


62.2 


SHARE 
29.1 RATING 


BEATS Bob Cummings, Peo- 
ple Are Funny, Jack Benny, 
Have Gun—Will Travel, Law- 
man, Ed Sullivan and many 


others. 
Jan. "59 
MIAMI 
WTV 
50.1" 
SHARE 


19.4 RATING 


BEATS Colt 45, Dinah 
Shore Chevy Show, Walt Dis- 
ney Presents, Naked City, 
Ozzie & Harriet, Buckskin 
and many others. 


Feb. ‘59 


SYRACUSE 
WSYR-TV 


58.6" 


SHARE 
36.3 RATING 


BEATS Phil Silvers, Groucho 
Marx, Alfred Hitchcock, Wy- 
att Earp, “‘M" Squad, Maver- 
ick and many others. 


Jan. "59 


INDIANAPOLIS 
WISH-TV 


628° 


SHARE 
33.2 RATING 


BEATS Wyatt Earp, 77 Sun- 
set Strip, Perry Como, Zane 
Grey, inah Shore Chevy 
Show, Desilu Playhouse and 
many others 

Jan. "59 


a ZIV show! 








TWO NATION-WIDE 
SERVICES COMPILE 
ZIV SHOW RATINGS 





DR. SYDNEY ROSLOW , Director 
Pulse, inc. 

Pulse, a pioneer in collecting and 
tabulating audience measurement 
and composition data since 1941, 
bases its findings on the results of 
face-to-face interviews held in the 
viewer's home. 





ARB favors a special viewer diary, 
kept in the home and developed 
from years of research. Arbitron, 
ARB’s latest development in New 
York now and slated for other cit- 
ies soon, is a new instantaneous 
electronic measurement tool. 


Each of these authoritative serv- 
ices, while following their own 
methods of gathering tune-in in- 
formation, consistently show the 
same results: 

Month after month, in market after 
market, ZIV SHOWS RATE GREAT! 








































6.2% of Des Moines Listened to Radio 






Listened to KRNT Radio 


than all other stations combined! 


During and following a traffic-crippling snowstorm in 
lowa last month (March 5th), public demand for infor- 
mation about impassable roads . . . concern for where- 
abouts and welfare of relatives was critical! 


Fortunately, most people in this area have learned from 
past experience that KRNT always provides service to 
fill these personal needs. They knew that KRNT would 
help, and a thousand business executives, school prin- 
cipals and individuals used KRNT’S aired-telephone 
interview service with the familiarity of daily routine. 


KRNT 


TOTAL RADIO 
in Des Moines 








The fact that KRNT is the preferred source of help and 
information in times of emergency stands as proof of 
KRNT’s image of dependability in the minds of people 
in Central lowa. Obviously, KRNT has earned this 
recognition with long-standing excellence in public 
service . . . reliability that is vital in all selling! KRNT 
advertisers know this. They used twice as much KRNT 
Radio in February of 1959 as in the same period a year 
ago. It’s no wonder that most people listen to, believe 
in, and depend upon the COMPLETE radio station in 
Des Moines, KRNT TOTAL RADIO! 





According to another recent survey (when there was no 
emergency) . . . a depth study by Central Surveys, Inc., 


KRNT RATED AS THE TOP 
DES MOINES STATION: 
¢ MOST PEOPLE LISTEN TO MOST 

¢ MOST RELIABLE NEWS 

¢ MOST BELIEVABLE PERSONALITIES 





Represented Nationally by THE KATZ AGENCY 
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SAG Bids For More Re-Use Payments 

Advertisers can expect still another increase in the costs 
of television film commercials. The Screen Actors Guild 
is currently negotiating for re-use payments for extras, 
a group heretofore paid only on a workday basis. An 


extra is an on-camera performer who merely listens and 
is not referred to, or is part of a group not participating 
directly in the commercial. 


18-Week Drive for Fresh 

Pharma-Craft Corp. is reportedly lining up top markets 
for an 18-week drive on its Fresh deodorant line begin- 
ning the end of this month. Nighttime minutes are desired, 
but their scarcity should bring about some daytime buy- 
ing as well as acquisition of 20’s and ID’s. Mario Kircher 
is the J. Walter Thompson Co., Inc., timebuyer. Fresh 
hasn’t used spot extensively for some time, with most of 
its video activity in network. Last used was the Steve 
Allen Show, but an account executive on the product 
reports that the program’s recent ratings-and-sponsor 
troubles did not influence the swing to spot. Of more 
importance, he notes, is the seasonal nature of the product, 
with summer its best selling period. 


Tape Commercials a Long Way Off: MPO-TV 

MPO Television Films, one of the leading film com- 
mercial producers, has made a careful study of videotape 
as it applies to the production of commercials, and has 
come up with this conclusion: it’s still a long way off. 
MPO-TV had considered financing a million-dollar tape 
operation, but after consulting with agencies and clients 
decided it was still too early. “We haven’t been affected 
by tape in any way,” says Marvin Rothenberg, vice presi- 
dent, production director. “As a matter of fact, our film 
business has increased considerably.” Mr. Rothenberg says 
those companies doing tape business for the most part are 
doing live commercials and are not affecting film pro- 
duction. MPO-TV will be in tape when the time is ripe, 
he says, but this may be another three years from now. 


V Is For Vertical 

Vertical is a many-splendored word in the vocabulary 
of television film producers, Screen Gems, with its pur- 
chase of Elliot, Unger & Elliot, is now involved in com- 
mercial production on film and tape, and is developing 
programs on tape. In addition, the company is going into 
station operation and plans to acquire the maximum 
number of v’s allowed by the FCC. Finally, the Columbia 
subsidiary will enter the 8mm and 16mm non-theatrical 
film distribution field. Norman E. Gluck, formerly of 


Universal Pictures Corp., has been appointed director of 
corporate operations, and is in charge of the expansion. 
Norman Louvau, formerly general sales manager of KRON- 
Tv San Francisco, has been appointed general manager 


WHAT’S AHEAD BEHIND THE SCENES Te le-scope 


of station operations, responsible for negotiating for the 
purchase of stations and supervising their operations. 


California Oil Plans 

California Oil Co. is planning a spring spot campaign 
that will be “at least as big as last year’s, and possibly 
greater,” acording to a BBDO account spokesman. Full 
details are expected to be released shortly, but the spring 
*58 drive which introduced the Chevron name to the east 
began in late May for about 13 weeks, with over 20 mar- 
kets from Maine to Virginia running minutes, 20’s and 
ID's. Trow Elliman is the timebuyer. 


Mayonnaise Spots Later 

Summer spot activity looks doubtful for Mrs. Filbert’s 
mayonnaise and margarine lines, but there should be 
activity during the final quarters, according to time- 
buyer Vance Hicks at Young & Rubicam. The agency 
took over the J. H. Filbert, Inc., account at the first of 
the year and reportedly recommended three spot drives. 
A seven-week campaign of daytime minutes ran during 
the first quarter, but budget restrictions mean holding 
off additional schedules until after the summer. 


Name Switch 

Stockholders of the Nehi Corp. recently moved to 
change the firm name to Royal Crown Cola Co. in an 
effort to further promote the brand. Major markets will 
reportedly receive heavy video schedules in a spring- 
summer campaign, with D’Arcy Adv. Co., New York, 
handling the placements. F. C. Weber is account super- 
visor on the soda. 


NTA Tape Network? 

National Telefilm Associates, since its acquisition of 
Telestudios, tape commercial and program producers has 
made some heavy commitments in the vtr area with its 
owned stations and in the distribution field (see “Pro- 
gram Push,” page 34). Latest commitment, assuming the 
many problems can be cleared away, is even more 
spectacular: to use the NTA Film Network next fall for 
many of its tape programs being developed at WNTA-TV 
and at Telestudios, Independent station operators were 
sounded out on the plan at the NAB convention in 
Chicago last month. At press time nothing definite had 


been decided. 


Factor’s Summer Push 

Early June is the starting date for a new drive by Max 
Factor to introduce Hi-Society lipstick in cases available in 
four “fashion colors.” Heavy schedules of minutes and 
20's wil! continue through June, July and August. Kenyon 
& Eckhardt, Inc., Los Angeles, is the agency, with Jane 
Mars the buying contact. 
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Public Service 


. . We were immensely pleased 
with the TELEVISION AGE public-service 
report on three counts: 

1. That WxIX was so amply cov- 
ered; 

2. That copies of the report were 
submitted to members of the FCC, the 
Senate and the House; and 

3. That the report itself was so 
exhaustive and complete. 

I am sure I can speak for all of us 
who are engaged in public-affairs pro- 
gramming when I say we salute you 
for being first in your field in report- 





Network Changes 


Network changes in hourly rates 
and other changes announced recently 
include: 

ABC-TV increases KHVH-TV Hono- 
lulu from $275 to $350; Kicu Bakers- 
field replaces KBAK-TV and KERO-TV 
Bakersfield on network; KPTV Port- 
land replaces KGW-TV Portland; WEws 
Cleveland from $2,300 to $2,400; 
wJz-Tv Baltimore from $1,440 to 
$1,550; wWLEx-Tv Lexington back on 
air after loss of tower caused shut- 
down; WMAL-TV Washington from 
$1,350 to $1,500; wsiL-Tv Harrisburg, 
Ill., begins operation as ABC-TV affili- 
ate; WLW-A Atlanta from $1,050 to 
$1,100. 

CBS-TV increases KDIX-Tv Dickin- 
son from $50 to $60; KGGM-Tv Albu- 
querque from $300 to $350; KIVA 
Yuma from $100 to $125; KNxT Los 
Angeles from $3,750 to $4,250; KPIx 
San Francisco from $2,300 to $2,500; 
KzTV Corpus Christi from $300 to 
$350; wBNS-TV Columbus from $1,100 


.| to $1,175; woMJ-Tv Marquette from 


$100 to $135; witi-Tv Milwaukee will 
become a new CBS-TV affiliate; 
WMBD-TV Peoria from $450 to $475; 
WNBF-TV Binghamton from $775 to 
$850; wrvyJ Miami from $1,150 to 
$1,250. 





ing on public-affairs programming 

. a broadcasting area which we, 

as must yourself, regard as “a privi- 
lege and a challenge.” 

Warren V. Busu 

Director of Public Affairs 

WXIX Milwaukee 


Noisy TV 


About a year ago . . . | complained 
bitterly to you about the noise and 
confusion tolerated in tv programs, 
. . . | am again on the prowl to find 
some way to get sponsors to consider 
seriously these changes: 

1. Either cut out the applause 
completely or at least reduce it about 
50 per cent. As it is, there is a terrific 
blast after every line whether it is 
funny or not. In fact, these blasts are 
so regular they could be ‘directed’ 
from the stage! 

2. Modify or cut out the music, 
Like the applause, the music crashes 
into every possible bit of silence 
whether music is called for or not. In 
fact, there seems to be a plot to kill 
every bit of silence. This disturbance, 
mixed with the applause nuisance and 
the outside interference from autos, 
planes, diatherms, dirty motors, etc., 
just about ruins most tv programs. | 
am writing . . . to get some advice 
from you about how to do something 
about the trouble. . . . 

CLAUDE SCHAFFNER AGENCY 
63 Trumbull Street 
New Haven, Conn. 


Note: Any suggestions? 


Reprints of Success Stories 


I am writing for information con- 
cerning the availability of reprints of 
articles in TELEVISION AGE. Is it pos- 
sible to get reprints? . . . if so, how 
much do you charge? We are inter- 
ested in about 10 copies of the article 
“Car Sales Soar in Columbus” 
on page 38 in the January 26th issue, 
and “Banks and Savings Institutions” 
on page 42 in the March 9th issue. . . . 

CaroL W. STUART 
Sales Secretary 
wraL-Tv Raleigh 


Note: Reprints are available on all sales 
success stories and many of the other arti- 
cles which appear in TELEVISION AGE. Prices 
on the Product Group series of sales success 
stories are 25 cents or 20 cents each in lots 
of 10 or more. Reprints on the Columbus 
auto sales story are 10 cents each. 
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How tall can 


MADISON, WISC. 


* | 1] | i . W - ° 
aa 
The tallest man-made structure in Wisconsin 
now brings to WISC-TV viewers in thirty-two 


counties in Wisconsin, Illinois and Iowa the finest 
television service to 378,310 TV homes. 


Represented Nationally by 
Peters, Griffin, Woodward, Inc. 


1200 ft. above average terrain 
1107 ft. Antenna Height 
2227 ft. above sea level 
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... SOUTH BEND, INDIANA'S 
heed DOMINANT STATION 








HAZEL BURNETT ...Captures the Eyes 


and Ears of Housewives in 15 Counties 


Housework in 15 counties stops when Hazel Burnett's ‘‘Home- 
makers Time’’ comes on the air—5 days a week from 9 to 9:30 a.m. 
That's because Hazel, WSBT-TV's Home Economist discusses subjects 
dear to the housewife's heart. The ladies respond with enthusiasm to 
the tune of about 1400 letters and post cards monthly. 

‘‘Homemakers Time’ is the only program of its type in the 
South Bend area. It is typical of the many highly-rated local person- 
ality shows on WSBT-TV. 

WSBT-TV dominates the prosperous South Bend market. The 
Nov. A.R.B. shows this station carrying 9 of the 10 top rated pro- 
grams, 18 of the top 25; 33 of the top 50! Total Effective Buying 
Income in the station's 15-county coverage area is $1,594,029,000! 

See your Raymer man or write WSBT-TV about availabilities 
on ‘Homemakers Time’’ and other popular local shows. 


WSBIT-TV 


SOUTH BEND, INDIANA «¢ CHANNEL 22 
ASK PAUL H. RAYMER COMPANY «+ NATIONAL REPRESENTATIVE 
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Dairy Products Article 
I have read with much interest the 
reprint of the article covering the use 
of television in advertising dairy 
products. . . . May I have your per. 
mission to reprint portions of the 
story in an early issue of Southern 
Dairy Products Journal? 
Frep H. Sorrow 
Publisher 
Southern Dairy Products Journal 
Atlanta 


Note: Permission granted. 


Columbus Auto Sales 
We will appreciate 12 reprints from 
the January 26th issue of the article 
“Sales Sparkle” .. . 
Rosert D. Euts 
Vice President 
KKTV Pueblo 


Commercial Placement 
Your article on placement of com- 
mercials in a television program (TV 
AGE, March 23) is one of the most in- 
teresting and helpful I have seen. Not 
enough research is available on this 
important subject which is of interest 
not only to the advertiser and his 
agency but the station executive as 

well. ... 

Joun C, CLOISTER 
San Francisco 





B. H. Kline (l.) president of the Kline 
Iron and Steel Co. of Columbia, S.C., 
is congratulated by South Carolina 
Governor Ernest F. Hollings on ob- 
taining the contract for designing, 
fabricating and erecting what will be 
the world’s largest tv tower. The 
tower, when completed for WGAN-TV 
Portland, Me., is expected to be 1, 
619 feet above ground. Tallest exist- 
ing tower is that of Ksws-Tv Roswell, 
N. M., with that of Kwtv Oklahoma 
City second at 1,572 feet. 















ANOTHER SURE THING 


FROM ITC 
NOW COMING YOUR WAY.....- 











The famous FURY Already signed up for a FIFTH year 


on NBC-TV by General Foods Corporation and 

The Borden Company, through Benton & Bowles, Inc., 
now available as Brave Stallion for your 

profitable sponsorship. 


The adventure series about a black stallion that. . . 


lassoes a whopping 64.1% average share of 
audience (Nielsen, July-Dec., 1958) at a 
$1.70 Cost Per Thousand (Jan.-Dec., 1958) 


ropes off an impressive 17.8 rating (Nielsen 
4-Season Average, Oct., ‘55 through Jan., ‘59) 
on NBC-TV, Saturdays, 11-11:30 A. M. 


BRAVE STALLION will corral a loyal all-family 
audience in your market . . . available right now! 
For a sure thing, wire or phone PLaza 5-2100 





collect. 


TELEVISION 
CORPORATION 


488 MADISON AVENUE © NEW YORK 22 ¢ PLAZA 5-2100 














NCS No. 3 CIRCULATION 
SPRING, 1958 





STATION 


DAYTIME 


NIGHTTIME 





DAILY 


WEEKLY 


DAILY | WEEKLY 





WKZO-TV 
Station ‘B’ 
Station ‘C’ 


265,990 
202,190 
152,910 
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390,330 
314,950 
264,330 


She 


386,280 | 472,250 
304,780 | 384,570 
222,400 | 349,890 











Selzer Hations 


GRAND RAPIC 


BUT... WKZO-TV Will Put You 
On The Right Track 
In Kalamazoo-Grand Rapids! 


NCS No. 3 shows that WKZO-TV runs a far better race 
in Kalamazoo-Grand Rapids and Greater Western Michigan 
than any other station — 606,780 television homes, 

34 counties in Western Michigan and Northern Indiana. 
















In fact, WKZO-TV gives you more homes monthly, weekly 
and daily than any other Michigan station outside of Detroit! 


And remember that by adding WWTYV, Cadillac, to your 
WKZO-TV schedule you'll get all the rest of Michigan 
worth having! 


*Herb Elliott, 20-year-old Australian, set the new world’s record of 
3 minutes, 54.5 seconds on August 6, 1958. 


WKZO-TV. 


100,000 WATTS @ CHANNEL 3 @ 1000’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 












Business barometer 









































Both local and network television showed a decline in January, according to the 
exclusive Business Barometer survey. 





cal was off 10 per cent LOCAL BUSINESS 
under that in Decen- Jan Feb. Mar. Apr. May Jume July Aug. Sept. Oct. Nov. Dex Jax 


ber, while network 








Nn 


was down by 2.7 per 

cent. 

%U 

A comparison of January 1959 
against the same 
month a year earlier, 
however, shows that 
local business is up 
1.8 per cent, while 
network has gained 
3.1 per cent. 











of 


Both of these changes seem to 
be about normal for 
the month. Taking the 
month-to-month com- , ; ' ; : : 0 
parison for previous A January off 10 per cent under December 
years, one finds that B Jan. 1959 up 1.8 per cent over Jan. 1958 
local business was off 9.8 per cent from the previous month in 1958, 10.6 
per cent in 1957, 7.5 per cent in 1956, 6.5 in 1955 and 10.1 per cent in 1954. 











Network has not always shown a drop in January under December. There was a 0.6- 
per-cent drop in 
1958, a 4.8 decline NETWORK BUSINESS 


Feb Mar Apr May June duly Aug Sept Oct Nov Dex j 





in 1957, a gain of 

4 per cent in 1956, a 
plus of 1.5 per cent 

in 1955 and a gain of 
1.9 in -1954. 

race 
lichigan The charts on this page indi- 
cate the comparative 














= trends for the two 
weekly divisions for the 
Detroit! past three years. 0 
your aa ; : 
b if one is to judge by the 
record, network 80 
; television may be ex- 
y pected to show a con- 
tinued drop in Feb- t 
ruary. A report on 
that mor 
pee wonth for both A January down 2.7 per cent under December 
network and local B Jan. 1959 up 3.1 per cent over Jan. 1958 
billings will appear 
in the May 4th issue of TV AGE. 
ER 


Local billings usually enjoy a firmer February than network, the record shows. 
While there was a drop in 1957 and 1958, there was a slight gain in local 
billings in both 1955 and 1956. 
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Thomas Mitchell —And He’s Great As 


GLENCANNON 


Almost one billion reader impressions 
via GLENCANNON stories in The 
Saturday Evening Post punctuate the 
powerful plus of pre-acceptance 

you get with this high-spirited, high 
seas half-hour comedy series. You’re 
in great company, too, because 
advertisers such as OLYMPIA BEER 

in 47 West Coast markets, as 

well as BLUE PLATE FOODS, HOLSUM 
BAKERIES and FISHER FOODS 
SUPERMARKETS are already cashing 
in on the fact that situation comedy 
such as GLENCANNON sets up a 
uniquely ideal commercial climate. 

It’s a conclusive fact which Schwerin 
Research stated in no uncertain 

terms in a recent issue of Television 
LEFF 4 eee) ee 
Academy Award winner, “‘Tony”’ 
Award winner, “Emmy” Award winner, 
THOMAS MITCHELL is on deck to 
sell for you personally. That’s right — 
THOMAS MITCHELL is all set to 
charm sales resistance out of existence 
for you. Want to catch him in the act? 
Just say the good word: GLENCANNON. 
For full details, phone, wire, write 


NTA Program Sales 


A Division of National Telefilm Associates, Inc., 
Coliseum Tower, 10 Columbus Circle, New York 19, JU 2-7300 
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WILX-TV’s 8 signal area, which includes Michigan's GOLDEN TRIANGLE 


of Jackson, Lansing and Battle Creek, ranks as the 


1 LARGEST |: 


POPULATION MARKET IN THE NATION* , 


: *(Based on SRDS Consumer Market Data) V 


1 New York 6 San Francisco-Oakland 

2 Chicago 7 Boston . 
3 Los Angeles 8 Pittsburgh : 
4 Philadelphia 9 Washington D.C. : 
5 Detroit 10 _—s St. Louis . 


Tie =6GOLDEN TRIANGLE 


and... 


the bulk of this buying population 
(Jackson, Lansing and Battle Creek 
—the Golden Triangle) receives a 


CITY GRADE SIGNAL FROM 


WILX-TV 


Only WILX-TV can offer such powerful coverage in this rich, heavily populated market! 







RIGHT NOW... is the time to contact 
VENARD, RINTOUL & McCONNELL, INC. ; 


for complete market information ( 


WILX-TV 


CHANNEL SERVING MICHIGAN'S 
10) GOLDEN TRIANGLE 
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Tape brings world wide television nearer . . . page 23 


Potential dangers too, for tv politicians . . . . page 47 


Manhattan finds medium a shirt-seller . ... . page 50 


Live Global Tv 

Videotape appears to have brought 
the dream of world-wide live tele- 
vision a step nearer reality. 

Intercontinental Television, S. A.., 
a newly formed company set up to 
service American producers over- 
seas, has gotten its operation under 
way. Its first customer: NBC-TV’s 
Today show, which, with Intercon- 
tinental’s facilities, will be origi- 
nated from Paris during the week 
of April 27-May 1. Involved in this 
first overseas project is a 15-ton, 
35- foot, self-contained videotape 
mobile unit and the services of 
K.L.M. Royal Dutch Airlines. 

This is only one of numerous pro- 
jects Intercontinental has on the 
hoards. Under president David A. 
Lown, the company will engage in 
news reporting, its own program 
production (as well as for network 
and independent producers) and 
commercial production. Other pos- 
sibilities include production of 
theatre telecasts of European sports 
events and closed-circuit tv programs 
for industry and trade associations. 

In addition to deals signed with 
live packagers and talent (Don Fed- 
derson in Paris, Geneva and Rome, 
Elsa Maxwell in Nice and Cannes, 
and Arthur Godfrey in Dublin and 
London) Intercontinental is ready- 
ing its own program, which will be 
offered for network sale. Titled The 
Legacy, the program will consist of 
six hour-long segments, each of 
which will dramatize the life of one 
of the world’s geniuses. They will 
be shot on location (Michelangelo in 
Italy, Mozart in Austria). 

In the area of news and special 
events the company has been con- 
tracted to serve all three networks 
on a pool basis covering the upcom- 
ing ministers’ conference and summit 
meeting. 


Commercial production will prob- 





ably get under way this summer. 
It’s understood that several clients 
from the cigarette, automotive and 
toiletries categories have expressed 
an interest in getting an international 
flavor in their commercials. 

The giant unit which will serve 
the Today show is mounted in a 
custom-built, 35-foot land cruiser 
which contains three RCA tv 
cameras, two Ampex recorders, spe- 
cial audio and _ power-generating 
equipment, a public-address system 
and facilities for special effects. Two 
additional units are now in produc- 


tion, the second of which is being 





Loading the first mobile Videotape 


unit ever shipped to Europe 


constructed in Germany by the 


Daimler-Benz Co. and Siemens- 
Halske. 

Mr. Lown emphasizes that the 
mobile unit is comparable to a 
modern, fully equipped studio, with 
one extra advantage: it can go al- 
most anywhere. Intercontinental 
maintains a staff of trained Ameri- 
can technicians, as well as produc- 
tion people, and also provides such 
auxiliary services as scenic design 
and construction, costumes, music, 
choreography and talent contracting. 

The company will be prepared to 
translate the different line standards 
in various European countries to the 
American standard by midsummer, 


THE WAY IT HAPPENED Ne WS front 


Mr. Lown says, thereby enabling 
American programmers to use taped 
versions of European productions. 

In addition to picture quality and 
the instantaneous playback feature 
of videotape, the cost factor seems 
to be in Intercontinental’s favor. 
Best estimate given in relation to 
the Today project is that taping of 
the five two-hour live shows in Paris 
would amount to half what it would 
cost on film. 

Each of the Today programs will 
be recorded in the usual live manner 
24 hours ahead of time, and live 
newscasts will be inserted from New 
York. Dave Garroway, the show’s 
emcee, will be looking for more than 
just scenic effects while in Paris. 
“We're 
Bardot,” he says, “but then, who 


isn’t?” 


maneuvering for Brigitte 


Intercontinental Television main- 
tains four offices: in Geneva, Paris, 
Rome and New York. Theodore R. 
Racoosin, international financier, is 
chairman of the board, while John 
H. Riedel and Hugo Seiler, formerly 
with NBC-TV, serve respectively as 
vice president of engineering and 
executive vice president and _ sales 
director. 


Un-Common Market 

The European Common Market, 
which, in terms of tariff and currency 
can be considered one market today, 
is a sizable one for television film 
hucksters. 

According to figures compiled by 
Paul Talbot, president of Fremantle 
International, Inc., total population of 
the six participating nations amounts 
to 165 million. Total television homes 
as of January of this year amounted 
to 4.5 million. Three years ago, says 
Mr. Talbot, there were 1.3 million tv 
homes. Based on this growth, and the 
fact that penetration is so low at pres- 
ent, Mr. Talbot estimates that by 1962 
the number of television homes in the 
European Common Market will climb 
to 10 million. 

The six participants, and the num- 


(Continued on page 47) 
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AA, v 
STEVE DONOVAN, WESTERN MARSHAL: 


Current repeat-runs first in their time- 
periods . . . with even greater share- 
averages than previous runs. Pitts- 
burgh, for instance: 1st run 71%, 2nd 
run 73%. Kansas City: 2nd run 38%, 
3rd run 55%. Mobile: 2nd run 71%, 
3rd run 74%! 





FRONTIER: Increasing its share in its 
time period with each succeeding run. 
In Detroit, for example: 3rd run 32%, 
4th run 38%. Portland, Oregon: 2nd 
run 26%, 3rd run 33%. Nashville, 
Tenn.: 2nd run 23%, 3rd run 54%. 
Columbus, Ohio: 2nd run 31%, 3rd 
run 50%! 


HOPALONG CASSIDY: Still a strom 
front-runner. Beat everything agains 
it in Baltimore, 4th through 7th mm 
(7th run averaging an 81% share) 
Fresno: continuing Ist, 2nd, 3rd 7 
leadership with 4th run 38% avera 
share. Minneapolis-St. Paul: 6th m 
86% share, 7th run average-to-dil 
92%! 


All this at an average cost-per-thousand of $1.19! Strip’em, rotate’em, bet em back-to-bae 
—with a buy like this, you’ve got to wind up winners! 


VICTORY PROGRAM SALE 


A DIVISION OF CALIFORNIA NATIONAL PRODUCTS, INC. + Canadian Representative: Fremantle of Canada, Lt 















his week the major-league baseball teams 

are back in their home dugouts and bull- 
pens, God’s in His Heaven, and all’s right with 
the world for the myriad devotees of America’s 
national pastime. 

Time was when the bat-and-ball buff was able 
to watch his diamond heroes in action only if 
he were within commuting distance of a ball park 
and enjoyed easy access to it because of having 





the right kind of job, no job at all, or a recur- 
rently dying grandmother. 






The dawn of a new era for less fortunate 
baseball fans arrived when the first big-league 
game—between Brooklyn and Cincinnati—was 





ed 
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22 advertisers will spend 
$36.2 million to reach baseball’s 


astounding tv audience 


televised by NBC back in 1939. It took a decade 
before that pioneer bud blossomed into full 
flowerhood, but the seed had been planted for 
one of video’s hardiest audience-and-advertiser 
perennials. 

Baseball blazed the sports-telecasting trail, 
and it has continued through the years to take 
the biggest bite out of the sports-minded sponsor’s 
advertising budget. And this season, despite a 
smaller number of televised games, the sport’s 
tv tab represents a larger financial outlay than 
in any previous year. 

Fourteen clubs—the Milwaukee Braves and 
the San Francisco Giants again being exceptions 














Pittsburgh Brewing 


SAN FRANCISCO GIANTS None 


Telecasts Originating 
Team Home Away Sponsors Rights! Stations 
MILWAUKEE BRAVES None 
PITTSBURGH PIRATES 2 | Atlantic Refining $300,000 KDK \-TV2 











~ 23 30 Ford Dealers ines 
3 CINCINNATI REDLEGS Hudepohl Beer $350,000 WLW-T 
= ST. LOUIS CARDINALS 10 Busch-Bavarian Beer* $350,000 KPLR 
Ss 77 Hamm Brewing ‘ al 
5 CHICAGO CUBS Oklahoma Oil $350,000 WGN-TV 
11 American Tobacco a 
LOS ANGELES DODGERS Eastside Brewing $600,000 KTTV 
31 33 Atlantic Refining 
PHILADELPHIA PHILLIES perenne Beer $300,000 = wri-rv® 
hillies Cigars 
Tasty Baking 
NEW YORK YANKEES o . ee Ser $850,000 wrx 
R. J. Reynolds q 
CHICAGO WHITE SOX ; Hamm Brewing $350,000 WGN-TV 
54 Oklahoma Oil 
. 27 24 Atlantic Refining 
= BOSTON RED SOX Ford Dealers $450,000 WHDH-TV® 
> Narragansett Becr 
re 13 12 Carling Brewing vil 
: CLEVELAND INDIANS Standard Oil of Ohio $500,000 WEWS 1 
= 12 28 Goebel Brewing 
= DETROIT TIGERS Phillies Cigars $500,000 WJBK-TV" 
x Speedway Petroleum 4 
BALTIMORE ORIOLES 21 33 Gunther Brewing $400,000 WJZ-TV 
Phillies Cigars a 
KANSAS CITY ATHLETICS 10 Schlitz Beer $300,000 WDAF-TV 
Skelly Oil = 
WASHINGTON SENATORS 8 5 Gunther Brewing $100,000 WTOP-TV 





1 In each instance where figures are given, cost includes radio as well as television broadcast rights. 
2 Network: wsac-tv Johnstown, Pa., and wstv-tv Steubenville, Ohio. 

3 Full schedule will be carried on wiw-p Dayton; limited number of games on wiw-c Columbus and wsaz-TVv Huntington, W. Va. 
*St. Louis Cardinals are owned by Anheuser-Busch (Busch-Bavarian). 

5 Network: weat-tv Lancaster, Pa., wNEP-tv Scranton-Wilkes-Barre and werz-tv Lock Haven. Pa.. for day games only. 
6 Network: wrro-tv Providence, wrtic-tv Hartford, wcsu-tv Portland, Me., and wani-tv Bangor, Me. 

7 Network: wxzo-tv Kalamazoo, wNEM-tv Bay City, wmtv Madison, wsim-tv Lansing and wspv-tv Toledo. 
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to the video picture, as they were last 
season—will televise a total of 669 
games, 112 less than 1958’s 781. To 
bring these contests, along with the 
ysual “extras” of each summer’s elec- 
tronic coverage of baseball, to a ready- 
made and avid audience, 22 adver- 
tisers—three more than in 1958—will 
spend the record sum of $36.2 million. 

This soaring figure—$1.6 million 
more than last year’s $34.6 million, 
and $4.4 million over the $31.8 mil- 
lion rung up in 1957—encompasses 
$10.9 million for the broadcast rights 
(radio as well as television) alone: 
$5.7 million for the regular play-by- 
play stanzas, $2 million for the 
CBS-TV Game of the Week and the 
NBC-TV Major-League Baseball 
weekly series, and $3.2 million for the 
Gillette-sponsored World Series and 
All-Star game. 

The total advertiser bill includes an 
additional $9.1 million for the actual 
cost of producing the telecasts—time, 
talent and facilities—and a final $16.2 
million for national, regional and 
local sponsorship of pre-game and 
post-game programs. 

Such sums are not spent by dollar- 
conscious advertisers without good 
and sufficient reason. Just how good 
and sufficient is the reason for laying 
so much coin on the line to bring each 
season’s major-league campaigns to 
the nation’s 21-inch screens is plainly 
revealed in the results of a four-part 
study of baseball viewing prepared 
expressly for TELEVISION AGE by the 
A. C. Nielsen Co. 

In surveying baseball vs. regular 
dialing in corresponding time periods 
in a multi-station market, Nielsen 
compared June-August 1958 ball-game 
audiences to March-April 1958 audi- 
ences for regular programming over 
the same station (corrected for vary- 
ing seasonal set-usage levels). In 
almost every instance the rating for 
game telecasts was about double—or 
better than double—the rating for the 
same time slot when baseball was not 
televised. 

The most notable increase occurred 
for a Monday night game, which 
achieved a 10.7 rating, as compared 
to 4.1 for the equivalent period of 
regular programming. Six Monday- 
Friday daytime baseball telecasts pro- 





duced an average rating of 5.2, more 
than twice the 2.1 average for similar- 
hour non-baseball segments. 

Five Sunday-afternoon diamond 
tilts also averaged out to an audience 
rating of better than double that for 
corresponding time stanzas with no 
baseball telecasts: 9.7 to 4.8. Ratings 
also were appreciably higher for pre- 
and post-game baseball shows, as 
compared with programming in these 





World Series 1959 


Nielsen 
Total Audience 


Homes Reached 


(000) 
Wed., Oct. 1 20,619 
Thurs., Oct. 2 18,357 
Sat., Oct. 4 21,750 
Sun., Oct. 5 22,533 
Mon., Oct. 6 16.791 
Wed., Oct. 8 22,011 
Thurs., Oct. 9 21,315 


Total number different homes 
reached by 5 week-day games: 
30,320 
Average home saw part of at 

least 3.3 games. 











Source: NTI 


time periods during the non-baseball 
season (see chart, “Baseball Vs. Regu- 
lar Viewing,” for further comparative 
rating figures on game and non-game 
telecasts). 

According to the Nielsen study, the 
first two July Game of the Week con- 
tests in 1958 reached 6,063,000 tv 
homes, and the first two August games 
5,203,000, for a 5,633,000 average for 
the two months. The 1957 average for 
the’ same telecasts was fractionally 
higher at 5,682,000 homes reached. 

The All-Star classic of 1958 regis- 
tered a Nielsen total audience of 
11,696,000 homes, a decline of 1.2 
million from the 12,896,000 of the 
year before, but some 890,000 better 
than the 10,804,000 figure that was 
recorded three years ago. 

The top number of tv homes reached 
during last season’s telecasting of the 
seven World Series games between 
New York and Milwaukee was, ac- 
cording to Nielsen, 22,533,000 for the 
fourth (Sunday) fray. The previous 








day’s game went into 21,750,000 tele- 
vision homes, with the final Thursday 
contest reaching 21,315,000. 

The smallest number of homes 
tallied by Nielsen for the °58 Series 
was chalked up for the fifth game on 
Monday: 16,791,000. The total num- 
ber of different homes reached by the 
five weekday games was 30,320,000, 
and the average home watched part of 
at least 3.3 games. 

These figures would seem to pro- 
vide a substantial basis for the loyalty 
of those advertisers who have used 
televised baseball as a selling medium 
year after year—some of them from 
the very beginning. This season again 
reflects the satisfaction of the sponsor 
group which keeps coming back an- 
nually for more: of the 19 bankrollers 
of last year’s regular play-by-plays 
only one has not returned to the fold, 
a defection more than compensated 
for by the quartet of additional ad- 
vertisers who bring this season’s total 


to 22. 


As in previous years, beer com- 
panies are numerically the heaviest 
supporters of baseball on television, 
with exactly half of the 1959 sponsor 
line-up comprised of lager concerns: 
Ballantine, Busch-Bavarian, Gunther, 
Pittsburgh, Narragansett, Carling, 
Goebel, Schlitz, Hudepohl, Hamm and 
Eastside. 

Also traditionally, oil-and-gas firms 
compose the next largest group buy- 
ing the play-by-plays. Leader of this 
year’s quintet of such companies, at 
least as far as multiple sponsorship is 
concerned, is Atlantic Refining, which 
once again is carrying parts of the 
Philadelphia Phillies, Boston Red Sox 
and Pittsburgh Pirates schedules. 
Oklahoma Oil is involved with the 
two Chicago teams, the Cubs and 
White Sox, as in the past, and Stand- 
ard Oil of Ohio and Speedway Petro- 
leum again have pieces of the Cleve- 
land Indians and the Detroit Tigers, 
respectively. 

A newcomer to the oil-company 
sponsor roster is Skelly Oil, which is 
splitting half of the Kansas City Ath- 
letics schedule with Schlitz beer. This 
marks a first time for the Athletics 
themselves since moving to Kansas 
City in 1955. The club has had a no- 
television policy during the four years 
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since its departure from Philadelphia, 
but this season it will televise 10 road 
games—four from Detroit, three from 
Chicago and three from Cleveland. 

The third major category habitually 
using televised baseball is tobacco. 
R. J. Reynolds will be marking its 
fourth year of sponsorship of the New 
York Yankees in conjunction with 
Ballantine beer (this year is the ninth 
for the brewing company as a Yankee 
sponsor); Phillies cigars will again 
have a chunk of the Philadelphia 
Phillies, will sponsor one-third of each 
telecast of the Baltimore Orioles, and 
have also bought into the Detroit 
Tigers for the first time, and Amer- 
ican Tobacco, along with Eastside 
Brewing, a west-coast suds concern, 
will sponsor the Los Angeles Dodgers 
in the 11 games they will play with 
the Giants in San Francisco. 

Other regular-schedule sponsors are 
two Ford dealer associations and 
Tasty Baking. One group of Ford 
dealers will carry half of the Cincin- 
nati Redlegs games; the Ford Dealers 
of New England will be one of the 
trio of advertisers paying for the 
Boston Red Sox play-by-plays, and 
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Tasty Baking again has one-fourth of 
the Philadelphia Phillies. 

Gillette, one of the first and most 
staunch supporters of sports broad- 
casting, will once more back the an- 
nual diamond classics——the World 
Series and the All-Star game. Gillette 
is at the halfway point of a contract 
calling for this sponsorship from 1957 
through 1961. The razor company’s 
total investment for the five years is 
$16,250,000, or $3,250,000 annually. 
Rights to the All-Star and Series 
games are owned by NBC, which has 
been televising the seasonal wind-up 


All Star Game 
Nielsen 
Total Audience 


Homes Reached 
All Tuesdays (000) 
12:45-3:20 p.m., 
July 8, 1958 
12:15-3:20 p.m., 
July 9, 1957 
12:45-3:35 p.m., 
July 10,.1956 


11,696 
12,896 
10,804 


Source: NTI 


since 1947 and the All-Star fray since 
1950. 


For the second year in a row there 


will be an expansion of the two weekly 
game series that run opposite each 
other over CBS-TV and NBC-TV. The 
total number of contests to be seen 
this season on Columbia’s Game of 
the Week and NBC-TV’s Major- 
League Baseball is double that offered 
by the two networks three years ago, 
when they televised ball games on 
Saturday afternoons only. 

Last season CBS-TV increased its 
schedule to include 26 Saturday and 
17 Sunday contests, and this year— 
the fifth that the network has carried 
its Game of the Week—the skein has 
been upped to 49 games: 25 Satur- 
days (April 11 through Sept. 26) and 
24 Sundays (April 12 through Sept. 
20). 

Twenty-six games were presented 
by NBC-TV on Saturday afternoons 
in 1958. Putting its ball-game com- 
petition with CBS-TV on an even keel 
this season, NBC-TV now has a 50- 
contest schedule of Saturday and Sun- 
day major-league telecasts, starting on 
the same April 11-12 week-end as 
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CBS-TV and running through Sept. 
26-27. 

CBS-TV again has an emergency 
standby schedule of games in case the 
regularly scheduled contest is delayed 
or postponed because of weather or 
other exigencies. As in former years, 
both networks’ games will be blacked 
out in major-league cities and in cer- 
tain other areas restricted by major- 
league team agreements. 

One new sponsor, General Mills, has 
joined Falstaff Brewing, State Farm 
Mutual Insurance and Colgate-Palm- 
olive in the advertiser line-up behind 
Game of the Week, replacing Marl- 
boro cigarettes. Backing Major- 
League Baseball this year will be 
Phillies cigars, carrying half of each 
game on the full network, and An- 
heuser-Busch, National Brewing and 
Genessee beer on a regional basis. 

There seems to be little doubt that 
the money received by the baseball 
magnates through the sale of tele- 
vision rights to their regular-season 
schedules more than compensates for 
any decline in attendance at the ball 
parks. That aspect, however, has never 
stopped the raging controversy over 
whether video helps or hurts the gate. 





Game of the Week 


Nielsen 
Total 
Audience 
Homes Reached 
Saturdays (000) 
1958 Ist July (Wk. 
1 & 2) 6,063 
Ist Aug. (Wk. 
1&2) 5,203 


July-Aug. Avg. 5,633 
1957 Ist July (Wk. 


1&2) 5,158 
1] Aug. (Wk. 
1&2) 6,206 
Average 5,682 
1956 Ist June (Wk. 
1&2) 2.847 
Ist July (Wk. 
1&2) 2,81 1 
Average 2.829 











Source: \TI 








Games 


Baseball Vs. Regular Viewing 


June-August 1958 baseball audiences, vs. March-April 1958 audiences to regular pro- 
gramming; corrected for varying seasonal set-usage levels. 


Pre-game 


(Figures in () indicate audience to same time periods when there was no baseball) 


Sunday 5 3.3(2.8) 
Monday-Friday 

(Daytime) 6 1.7(0.4) 
Monday 

(Nighttime) I 3.6(3.6) 
W ednesday 

(Nighitime) 2 2.8(1.8) 
Thursday 

(Nighttime) 2 1.7 (3.6) 
Friday 

(Nighttime) 3 1.8/1.6) 
Saturday 5 2.5(1.7) 
Weighted Averages 

Home Games 24 2.4/1.8) 
Away Games 20 1.7(2.7) 
All Games 44 2.1(2.2) 





Game Telecast Post-game 
9.7(48) 5.1(5.4) 
5.2(2.1) 3.3(1.8) 

10.7 (4.1) 4.1(2.7) 
9.0(4.9) 5.0(3.5) 
9.2(5.5) 4.5(1.7) 
8.0(4.8) 3.7 (5.2) 
8.8(6.0) 3.5(2.6) 
8.3 (4.5) 4.0(3.3) 
5.9(3.4) 3.1/3.9) 
7.3(4.1) 3.6(3.8) 








Source: NTI 


Those who look at the matter ob- 
jectively realize that there are factors 
and variables which would appear to 
have a greater bearing on attendance 
figures than television. Last season 
National League attendance rose by 
more than 1.3 million over the °57 
total, while the American League, 
whose clubs televised 111 games more 
than those in the senior loop, suffered 
an attendance drop of over 900,000. 

Superficially, it would appear that 
television is the villain of that piece, 
but there were other angles having 
nothing to do with tv which went into 
the plot. There was the fact that once 
again the National circuit offered 
more than a reasonable facsimile of 
a real pennant race, while the New 
York Yankees, pretty much as usual, 
had it all their own way in the A.L. 

There was also the fact that with 
the 1958 departure of the Dodgers and 
the Giants from the east to take up 
professional ‘residence in Los Angeles 
and San Francisco, respectively, the 
citizens of both teams’ new homes 
supported them at the gate as neither 
Brooklynites nor New Yorkers had in 
the clubs’ final (1957) eastern season. 





Dodger attendance jumped by over 
800,000 last year, while the Giants 
almost doubled their 57 Polo Grounds 
gate figure during their initial west- 
coast season. 

The Pittsburgh Pirates in 1957 and 
1958 supply perhaps the most reveal- 
ing example of an attendance factor 
that has no relation to television. With 
a common denominator in the number 
of games televised during each of the 
two seasons—24 road games per year, 
the same number that Pittsburgh will 
televise in *59—the Pirates drew 
850,732 admissions in 1957 and 
leaped to 1,311,988 the following 
season. One valid reason: a team that 
was as hot as a three-dollar pistol at 
the start of the latter campaign and 
that wound up finishing second, as 
against seventh the year before. 

Speaking for the Pirates, public- 
relations director Jack Berger says, 
“The company feels that tv coverage 
of road games helps increase home 
attendance and adds to the general in- 
terest in the ball club. Last year the 
polls showed that we outdrew the 
other two network tv shows when we 
televised night games from Cincinnati, 
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National League Attendance 
Team 


Milwaukee 
Pittsburgh 
San Francisco! 
Cincinnati 

St. Louis 
Chicago 

Los Angeles” 


Philadelphia 
Total 


1New York until 1958. 
“Brooklyn until 1958. 


American League Attendanc 


Team 
New York 
Chicago 
Boston 
Cleveland 
Detroit 
Baltimore 
Kansas City 
Washington 


Total 





' Combined Totals 


1956 1957 
2,046,331 (2) 2.215.404 
949.878 (7) 850,732 
629,179 (6) 653,903 
1,125,928 (3) 1,070,850 
1,029,773 (4) 1,183,575 
720,118 (8) 670,629 
1,213,562 (1) 1,026,158 
934,798 (5) 1,146,230 
8.649.567 8.817.481 
e 
1956 1957 
1,491,784 (1) 1.497.134 
1,000,090 (3) 1,135,668 
1,137,158 (4) 1,181,087 
865,467 (2) 722,256 
1,051,182 (5) 1,272,346 
901,201 (6) 1,029,538 
1,015,154 (8) 901,067 
431.647 (7) 457,079 
7,893,683 8,196,218 


16,543,250 


17,013,699 


Numbers in parentheses indicate league standing. 


Philadelphia and Milwaukee. Of 
course, the club was going well, and 
interest was high. 

“But the televising of road games, 
we feel, always helps. The club be- 
lieves, on the other hand, that to tele- 
vise home games amounts to the same 
thing as giving your product away. 
We must ‘sell’ our product to stay in 
business; therefore, we do not televise 
home games.” 

Those who are of the opinion that 
the benefits of televised baseball out- 
weigh the hazards feel that the 
medium provides a stimulus to inter- 
est in the sport, that it reaches people 
who otherwise would never go to a 
ball park and stirs their curiosity and 
attention to a point where they become 
“live” fans. 

The proponents of baseball tv claim 
that it affects attendance adversely 
only during marginal weather when 
the dyed-in-the-bleachers fan decides 
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to enjoy the comfort of watching his 
team from his favorite armchair 
rather than expose himself to chilly 
temperatures or the possibility of a 
game being rained out. And this at- 
tendance loss, it’s felt, is definitely 
offset by what the club receives under 
an advanced guarantee for its video 
rights. 

Whatever the pros and cons of tele- 
casting ball games as regards box- 
office receipts, the significant thing is 


that the plans for airing their games 


vary from team to team, indicating 
that each club molds its tv coverage 
to fit local conditions. Some manage- 
ments televise home games only; 
others, like the Pirates, are firm be- 
lievers in away contests solely; some 
clubs carry more home games than 
road, and some play it vice versa. 
This season, although nine teams— 
as against six ‘last year—will present 
a greater number of road than home 





1958 

(1) 1.971.101 (1) 
(7) 1.311.988 (2) 
(6) 1.272.625 (3) 
(4) 788.582 (4) 
(2) 1.063.730 (5) 
(8) 979,904 (6) 
(3) 1.845.556 (7) 
(5) 931,110 (8) 

10,164,596 

1958 

(1) 1.428.438 (1) 
(2) 790.451 (2) 
(3) 1.077.047 (3) 
(6) 663,805 (4) 
(4) 1.098.924 (5) 
(5) 829.991 (6) 
(7) 925.090 (7) 
(8) 475.288 (8) 

7.289.034 

17.453.630 


games on television, the over-all total 
of home frays to be aired comes to 
101 more: 385 to 284. The ratio in 
"58 was only two games off from being 
exactly the same: 440 home telecasts 
to 341 road. 

The varied pattern of home- and 
away-game telecasting reflects the di- 
verse thoughts of baseball front offices 
regarding tv's effect on gate receipts. 
Charles A. Comiskey, of the Chicago 
White Sox, has this to say: “The 
current television policy of the White 
Sox in televising home daytime games 
only has been instrumental in develop- 
ing a number of new baseball fans in 
the Chicagoland area. 

“We began experimenting with the 
telecasting of night games (one road 
and one home) in 1958. There is a 
possibility that we may attempt to 
enlarge on the television of road night 
games in the future, but no decision 


on this matter has been made as yet.” 
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While the White Sox are beaming 
34 games from Comiskey Park this 
season. in the same city the Chicago 
Cubs will televise their full home 
schedule of 77 
contests. Neither team is slated to do 


tilts, including night 


any games on tv while on the road. 

George A. Fletcher, secretary of the 
Philadelphia Phillies, reveals the other 
side of the coin. Set to televise 33 road 
vcames and 31 from Connie Mack 
Stadium, the Phillies, says Mr. 
Fletcher, feel that “limited home-game 
television and as much road-game tele- 
vision as can be cleared are beneficial 
to the club. The telecasting of night 
home games seems to be detrimental 
to the gate, but the telecasting of away 
eames is definitely beneficial in pro- 
moting interest in the team while it is 
on the road.” 

Last year WoR-TV New York carried 
a schedule of 58 home and 19 away 
contests played by the Phillies. These 
were beamed to the metropolitan New 
York area in an attempt by WOR-TV, 
which had brought National League 
baseball to Gotham televiewers for the 
previous eight years, to fill the void 
created by the exit from the local 
scene of the Giants and the Dodgers. 


The attempt will not be repeated 
this season because, according to an 
authority close to the situation, it 
allegedly proved “unrewarding fi- 
nancially” and also because of the 
reportedly “uncomfortable feeling 
engendered by the New York Yankees’ 
disapproval of the idea.” 

With the National loop removed 
from the metropolitan picture, elec- 
tronically as well as physically now, 
wrx New York, as the local American 
League outlet, will be providing 
viewers with the only television base- 
hall coverage in that area this season. 
The station, as in the past, will tele- 
cast all 77 of the Yankee home games 
and a majority of the away frays 
played by the world champions. 

The 46 road games to be televised 
by the Yankees include Saturday, 
Sunday, holiday and Tuesday- and 
Friday-night events the team will en- 
gage in, plus certain other “selected 
night games of particular interest.” 
This year, for the first time, the club 
is including contests from Kansas City 


(Continued on page 73) 
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Greeting-card company finds 


quality television formula best 


for advertising needs 


Green Pastures: repeated live by popular demand 


Top-rated 90 minutes in fall 1958 was Johnny Belinda 


se Cards, Inc., of Kansas 
City, now about to wind up its 
1958-59 Hallmark Hall of Fame sea- 
son with Eugene O’Neill’s Ah, Wilder. 
ness!, can accept the plaudits of view- 
ers and industry with a grin as merry 
as its favorite Santa Claus Christmas 
card. For not only has Hallmark pro- 
vided an abundance of high-standard 
television entertainment over the last 
eight years, but it has devised a meth- 
od of selling its line of greeting cards 
which suits admirably. 

Hallmark’s use of television reveals 
a pattern which is somewhat unusual 
in companies of its approximate size. 
Because it is a family-owned company 
and does not appear on the stock ex- 
change or issue an annual statement, 
there is no exact figure on sales. How- 


ever, a Fortune estimate puts its in- 





take at about $80 million annually. 
The advertising budget is estimated 
at approximately $3 million a year, 
with the majority of that amount spent 
in television. LNA-BAR figures show 
Hallmark expenditures in tv in 1958 
at an estimated $920,650 for gross 
time billing and about $225,000 per 
show for production and talent costs. 
With a total of seven shows between 
January and December 1958, the lat- 
ter cost adds up to $1,575,000; with 
time costs added, the over-all total 
comes to $2,495,650, more than 80 
per cent of the advertising budget. 
The remainder is spent in print. 
This comes close to the sort of thing 
warned against in the old adage about 
eggs and baskets, especially when it 
is noted that all of the television eggs 
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are most definitely in the same basket, 
and that the basket is a series of six 
90-minute live specials featuring class 
dramatic and musical-comedy enter- 
tainment. This is a field usually re- 
served for industrial titans selling a 
company image rather than a me- 
dium-sized company advertising a 
consumer product retailing mainly in 
the dime-to-quarter class. 

Agreed, then, that Hallmark is doing 
something just a shade unusual. How 
did this come about, and, most im- 
portant, how has it worked out? 

Hallmark arrived at its present for- 
mat by a combination of experience, 
chance and good counsel. The first 
entry into broadcasting came in 1936 
with a daytime radio program of 
poetry-reading called The Tony Wons 
Show. Later, the company branched 
out with Radio Reader’s Digest and 
the radio Hallmark Hall of Fame. 
Thus, when television arrived, there 
was no need to sell the idea of broad- 
cast advertising to Hallmark, which 
was already accustomed to putting the 
bulk of its ad budget into it. 

However, the company dabbled a bit 
gingerly at first in 1951 with a quar- 
ter-hour interview series on CBS-TV 
starring Sarah Churchill. Then, in 
December of that year, Joyce Hall, 
president of Hallmark, okayed spon- 
sorship of the Gian-Carlo Menotti 
opera, Amah and the Night Visitors, 
on NBC-TV. The repsonse was so 
overwhelmingly favorable that an al- 
most immediate shift was made to a 
dramatic series—a half-hour Sunday 
afternoon show on NBC-TV. 


Mark of Hallmark 


This continued until the fall of 1953, 
with, however, a notable exception 
which, along with continued repeats 
of Amahl, showed that the special was 
still very much in the Hallmark pic- 
ture. In April 1953 Maurice Evans 
performed his famous Hamlet coast- 
to-coast under the Hallmark aegis, the 
first of three such productions scat- 
tered throughout 1953 and °54. Both 
Mr. Evans and Sylvester L. (Pat) 
Weaver, then head of NBC, felt it was 
important to keep the concept of the 
special alive, and their thinking had 
considerable influence on later Hall- 
mark developments. 

In the 1953-54 season Hallmark 
went to an irregularly scheduled Sun- 
day hour show, but returned to the 
half-hour format for the 1954-55 sea- 
son. It was at this point that the com- 
pany reached the conclusion that 
their specials had been more success- 
ful than their weekly series, and the 
final shift was made. In October of 
1955 Hallmark began the skein of 
monthly 90-minute live programs 
which is just concluding its fourth 
complete season. 

There were several reasons for the 
decision to concentrate on specials. 
First, it seemed in keeping with the 
programming philosophy of Mr. 
Evans, who has been closely connected 
with the Hall Of Fame almost since its 
beginning. Second, the previous Hall- 
mark specials had garnered great pub- 
lic and dealer interest, whereas the 
weekly show, it was felt, was taken 
for granted. Third, the idea of irregu- 
larly scheduled shows fit perfectly with 























Checking a Hallmark script 


the seasonal sales peaks of the greet- 
ing-card industry. 

John J. Oakson, Hallmark director 
of advertising, points out the benefits 
of this, and also offers an explanation 
for that plus-80-per-cent share of the 
ad budget when he says, “Television, 
in many ways, is an ideal medium for 
us because it permits us to frame our 
advertising message with top-quality 
dramatic entertainment that corre- 
sponds in tone and mood with the holi- 
day season just ahead of us. 

“For example, we usually will try 
to present a romantic drama such as 
the recent Berkeley Square just prior 
to St. Valentine’s Day and a play of 
religious significance such as The 
Green Pastures during the pre-Easter 
season. 


(Continued on page 70) 
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Ww the smoke has cleared from 
the 20th floor of New York’s 
Coliseum building on Columbus Cir- 
cle, what will National Telefilm Asso- 
ciates be like? That question is in- 
triguing many industry dopesters, for 
the heavy vapors are generated in part 
by the expensive cigars and spirited 
personality of Michael M. (Mickey) 
Sillerman, who is now directing the 
fortunes of the company’s television 
program sales operation. 

It would appear that Mr. Sillerman, 
in addition to injecting his own ex- 
perience and thinking into the life 
stream of the company, is following a 
pattern established by Eli Landau, 
Oliver Unger and Harold Goldman, 
NTA’s board chairman, president and 
executive vice president, respectively. 
That pattern can be described with 
such multisyllabic words as diversifi- 
cation, specialization, verticalization, 
departmentalization, acceleration. 

In simpler terms, it might be likened 
to a complicated football play, which, 
in the last analysis, still requires the 
services of a hard-driving halfback. 

In still more concrete terms, the 
pattern will result in a completely new 
emphasis: in the stepped-up develop- 
ment and sale of programs for tv, for 
syndication and national exposure, on 
a scale heretofore never attempted by 
the company. On the national and net- 
work level alone (where, for the first 
time, NTA will initiate concentrated 
selling) approximately 22 programs 
will be available for exposure this 
year (13 of these pilots will come 
from programs in the Fate anthology 
series). 

Six programs will go into first-run 
syndication this year, and the reacti- 
vated Famous Films division, with 
some 400 hours of re-run program- 
ming to offer, has come up with a new 
sales policy which should have im- 
portant repercussions in the industry. 

In the relatively unexplored area of 
tape programming, NTA will un- 
doubtedly take the lead this fall with 
approximately eight shows ready for 
the market-by-market route. and at 
least one aimed for network exposure. 

Such an ambitious schedule calls 
for specialization and for diversifica- 
tion so that the proper amount of 
direction and control can be exer- 
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cised. This was done in late January 
with the establishment of two separate 
organizations: NTA International, 
Inc., which distributes tv programs 
and films overseas and features for ty 
domestically, and NTA Program Sales 
Division, which distributes domesti- 
cally all programs made specifically 
for television—live, film or taped. 
Mr. Goldman was named president 
of the international company, and 
shortly thereafter Mr. Sillerman was 
brought Gross-Krasne- 
Sillerman and appointed president of 


over from 
the program sales division. 

Under a long-term agreement with 
Jack Gross and Philip Krasne set up 
at that time, NTA will distribute all 
G-K programs. At the same time, cur- 
rent G-K properties became part of 
NTA’s roster of half-hour shows. 

Mr. Sillerman carried through the 
first split in the operational structure 
by effecting another one when he re- 
activated Famous Films and appointed 
several key personnel to direct that 
unit. Further specialization of the en- 
tire sales operation is now under way. 

In order to understand what is hap- 
pening at NTA, its history must be 
appreciated first. It is 
agreed in the trade that NTA became 


generally 


what it is in television largely through 
its feature selling, rather than through 
the sale of half-hours. Because of this 
concentration on feature money the 
half-hour business was developed 
slowly, but with some forethought. It 
must have been apparent to Messrs. 
Landau, Unger and Goldman even 
from the earliest days that Hollywood 
motion pictures released to tv would 
be exhausted eventually, and_ that 
even if the post-'48s were released in 
large numbers television would work 
through them rapidly. 

This is not to say that features are 
a poor investment; they will continue 
to be a good one, but Hollywood is 
and will continue to be a limited 
source of programming for tv, and 
NTA has recognized this. 

The recognition took tangible form 
this year with the acquisition of Mr. 
Sillerman (it’s understood NTA had 
been after him for almost three years) 
and with the establishment of the pro- 
gram sales division. Mr. Sillerman in 
turn wasted no time in getting the unit 





NTA’s sales division, 


under Sillerman, promises 


action aplenty 

























































































































































Michael M. Sillerman George Gould 


Program push 


Mike Wallace Interviews is video taped 
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moving. In less than two months he 
had set up a detailed table of organi- 
zation, hired most of his key execu- 
tives, initiated a vast expansion of his 
sales force and plotted out a schedule 
of programs for the coming year. 
The accomplishment is typical of 
the veteran sales executive, and illus- 
trates his confidence. It is based in 
part on NTA’s potential growth. “We 
are the first in the business to become 
truly vertical. We're the only com- 
pany with owned-and-operated §sta- 
tions, with a network and in produc- 
tion and distribution of film and taped 
Aside 


from the income value of the owned 


programs and commercials.” 


stations, Mr. Sillerman points out, 
they are also of value as producers 


drove away to find a more acceptable 
place to live. Grand Jury, also to be 
produced by Desilu, will concern it- 
self with the work of two investigators 
for the blue-ribbon panel. 

Mr. Sillerman feels that this com- 
bination of quantity and quality 
makes NTA unique in the field. Its 
programming standards are relatively 
simple; in fact, they boil down to one 
axiom: to produce top, network-calibre 
shows. Programs for syndication must 
also fall into this category, Mr. Siller- 
man warns, “It’s a serious misconcep- 
tion to think that programs in syndi- 
cation must be different from network 
or national shows.” He points out that 
Jeffs Collie (re-runs of Lassie, distrib- 
uted by Independent Television 





each were run on the network, 26 will 
be brand new, while the originals will 
be re-run in the markets in which they 
were telecast. 

With some 400 hours of program- 
ming in the re-run unit, Famous 
Films, and with a heavy production 
schedule (entirely apart from the new 
properties acquired from Gross- 
Krasne), an expansion of the sales 
force was necessitated. This of course 
is still going on, and it is Mr. Siller- 
man’s estimate that he must have 75 to 
100 men in order to have the “large, 
hard-hitting and specialized” opera- 
tion he wants. At present his staff 
amounts to approximately 45 sales 
people. 

His syndication operation has been 





MR. HARRIS 


of potential network and syndicated 
shows, particularly those done on 
tape. 

In the film programming area this 
year NTA will have more than just 
routine fare to offer potential cus- 
tomers. “We will have a greater num- 
ber of shows of more quality ready in 
every area of programming. Every- 
one’s talking about situation comedy. 
We have one—You’re Only Young 
Twice. Westerns are supposed to be 
perennial. We have one of the best 
ever made—High Noon. Mystery-sus- 
pense? We've got Grand Jury.” 

You’re Only Young Twice, to be 
produced by Desilu, stars George 
Murphy and Martha Wright, and will 
be scripted by the original / Love 
Lucy team. High Noon is based on 
the original feature and will exploit 
its dramatic and psychological theme. 
The series picks up where the feature 
ends— when the two protagonists 
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MR. PLANT 






MR. SCHLANK 


Corp.) is doing as well in syndication 
as is Lassie on the network. 

When he was at TPA, a network 
deal on New York Confidential was 
actually closed with Wildroot, he says, 
but since there were some time-clear- 
ance problems on Saturday night, the 
series was placed into syndication 
when a large regional advertiser (D-X 
Sun Ray) asked for it. The program 
obviously was acceptable in both 
areas. 

Men are out in the field now for a 
hard push on the local level for The 
Adventures of William Tell and Glen- 
cannon. An additional four properties 
will go into first-run syndication, and 
three of these will be off the NTA 
Film Network: This Is Alice, Man 
Without A Gun and How To Marry 
A Millionaire. A total of 52 episodes 
of each series will be available for 
local and regional advertisers and sta- 
tions, and since only 26 segments of 


MR. SPIRT 


MR. TABAKIN 


broken down into five major divi- 
sions: western, central, southwestern, 
northeastern and southeastern. The 
tape syndication operation, just now 
getting under way, has already been 
divided into three areas: western, 
central and eastern. 

Famous Films has been set up with 
three similar divisions (western, cen- 
tral and eastern). A national spot unit 
has been established, with offices in 
New York, Chicago, and Los Angeles, 
with the avowed aim of deflecting spot 
money to programs. The national net- 
work division has offices also in the 
three major markets— New York, 
Chicago and Los Angeles. 

It is Mr. Sillerman’s conviction that 
regional buying is now a year-round 
business, and for that reason staffs 
will be maintained in eight principal 
markets for the specific purpose of 
contacting and educating regional ad- 

(Continued on page 71) 
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Inside job 





WTRF-TV uses closed-circuit tv to sell prospects on television 


44" fo thine own self be true,” said 

_ paewedi in Shakespeare’s tale 
of the Melancholy Dane, and WTRF-TV 
Wheeling, W. Va., is taking the 
advice to heart; it’s using video to 
sell video. 

Rather than invade a prospective 
advertiser’s office with flip charts and 
slide presentations, a WTRF-TV ac- 
count salesman invites the prospect 
to attend a special closed-circuit 
showing at the station. 

Once seated in the viewing room 
with the station manager and sales 
manager, who are on hand te answer 
any questions, the could-be-client sees 
on the screen a four-part telecast 
specifically tailored to his advertis- 
ing needs. The show opens with an 
analysis of his market, develops the 
advantages of video advertising over 
other media, shows some sample com- 
mercials prepared for the prospect's 
services or product and then dis- 
cusses current spot and program 
availabilities. Original material natu- 
rally is created for each presentation 

While the show is in progress, the 
station and sales managers note the 
prospect's reaction to the various 
types of commercial—filmed, live, 
animated, etc.—and record his pref- 
erences for future use. He is shown 
that all facilities of the station are 


at his disposal. 
Under the direction of Robert Fer- 


guson, executive vice president and 


general manager of WTRF-TV, 15 
closed-circuit presentations have been 
made to Wheeling businessmen in 
the past few months. A near-perfect 
batting average resulted: 13 sales 
were contracted. 

Specifically. among others, the 
American Home Stores in the area 
took a 26-week schedule around the 
NBC-TV news; Wheeling’s largest 
bank, the Dollar Bank, bought 10 
spots per week on a 52-week contract 
and a sports telecast; Hobbs Lumber 
Co. and the Byrum Construction Co. 
each set schedules, and the South 
Wheeling Bank made its initial entry 
into the medium with a spot pur- 
chase. 

According to Mr. Ferguson, the 
closed-circuit broadcast must do an 
educational, as well as a selling job. 
“The basic premise,” he says, “is 
to inform a prospect as to how ty is 
used for advertising purposes in a 
general way. Once he knows general 
terminology, such as station break, 
ID, slide, film, voice over and the 
rest, we get into a sales pitch. Here. 
we use TvB success stories, research 
figures, promotional and merchandis- 
ing advantages and other sales data.” 

Highly encouraged by the excellent 
results thus far, Mr. Ferguson and 
the WTRF-TV staff have mapped out 
a selling campaign based on a weekly 
closed-circuit presentation to a new 
prospect each week. 
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Yd favorite Thin Man in new package. 
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Constant campaign 


t what point, after investing in a 
A network television show, can an 
advertiser ease up on his initial sup- 
porting promotional efforts? He can’t 
ease up at all, says George T. Laboda, 
director of radio-tv for the Colgate 
Palmolive Co., who has been guiding 
for almost a year now a unique and 
constant campaign on behalf of 
MGM-TV’s The Thin Man, seen on 
NBC-TV Fridays, 9:30-10 p.m. 

The promotional drive is unusual on 
several counts: it might easily be the 
most comprehensive promotion of a 
network show ever attempted, and it 
is one of the best sustained. Its com- 
prehensiveness is a direct result of an 
organizational set-up which weekly 
explores and exhausts the thinking 
mechanisms of the four parties im- 
mediately concerned with the success 
of the program—sponsor, packager, 
agency and network. 

As far as Mr. Laboda is concerned, 
his job has only begun when a show 
is launched. He feels he must also 
maintain its success, and counteract 
competition. “A product manager's 
job,” he points out, “is to create and 
produce a brand. But if it’s just put 
on the shelf, no one will buy it.” And 
by extension, a program also has to be 
merchandised. 

The weekly meetings are meant to 
stimulate continuing interest in the 
show. Activity is coordinated by the 
informal committee, “making it vir- 
tually impossible to miss opportuni- 
ties to promote anything.” 

In addition to Mr. Laboda, the 
meetings are attended by Dick Jack- 
son, director of radio-tv operations, 
radio-tv division, Ted Bates & Co.; 
Bill Lyons, Bates account executive; 
Al Cohan and Marvin Levy of MGM- 
TV; various NBC-TV representative:. 


Colgate Palmolive director finds you can’t ‘ease up’ on program promotion 


and Gregg Lincoln, Bob Mahoney and 
Wendell Niles Jr. of Mr. Laboda’s 
staff. 

Costs of the continuing promotion 
of The Thin Man for such things as © 
personal appearances and paid adver- 
tising are shared in various ways by 
the parties concerned. There is no 
Mr. Jackson, who is 


chairman of the group, describes the 


fixed budget. 


meetings as brainstorming sessions 
which have a kind of snowball effect. 

The following recent promotional 
efforts, which are in addition to the 
usual routine of advertising, on-the- 
air promotion and regular publicity, 
give some idea of what the commit- 
tee does: 

Two MGM press agents recently 
toured all Trendex and other cities to 
promote The Thin Man. 

Phyllis Kirk, who stars in the series 
with Peter Lawford, made an appear- 
ance at the national convention of 
fashion editors in Los Angeles, and 
the studio later threw a dinner for 
the editors. Later 75 of them ap- 


(Continued on page 70) 
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Film Report 


PROGRAM PLEA 

Will some film syndicator please 
help Nationw ide Insurance Co.? The 
firm has money to spend, and no place 
to put it. According to Bill Galker, 
media director at Ben Sackheim, Na- 
tionwide’s agency, numerous new syn- 
dicated programs have been looked at, 
and rejected. 

“We haven't even seen anything we 
would present to the client.” Mr. 
Galker says. “We want no westerns, 
no crime shows, no skindivers, no lady 
cops. We want a wholesome family 
program.” 

Nationwide found such a show two 
years ago when it sponsored CBS 
Films’ Mama in 32 midwestern and 
northeastern markets. The program 
has about run its course for the insur- 
ance firm, and now, with well over 
$500,000 to spend, it can’t find a 
suitable vehicle. 


TREND, ANYONE? 


The trend for next season is defi- 
nitely towards hour-long film pro- 
grams. CBS-TV, which has _ had 
half-hour films as its mainstay, is 
planning to combat ABC-TV’s one- 
hour 7:30 skein with the same fare. 
The new Conquest of Space is sched- 
uled for Tuesday; The Line-up is 
being expanded into an hour, and will 
go Wednesday; Rawhide and Perry 
Mason are already set for Friday and 
Saturday, and reportedly Monday and 
Thursday may also be so rearranged 
as to accommodate an hour film in the 
early time slot. 

NBC-TV will have at least four new 
hour films for next season sales: 
Bonanza, a color western being pro- 
duced at Paramount; the new half- 
hour Bat Masterson, a Ziv project; 
Riverboat, being filmed by Revue, and 
Jeopardy, a mystery which Andrew 
and Virginia Stone are producing for 
the web. ABC-TV is adding at least 
one more hour program, James 
Michener’s Adventures in Paradise. 
Other hour films being turned out 
now include The Fat Man, by Screen 
Gems, and War Against Crime by 
Warner Bros. 


NEW PRODUCTION FIRM 

A new firm, Key Productions, has 
been set up by Martin Ross, formerly 
with NTA, producer Robert Lippert, 
David Robbins, formerly with Kling, 
and Charles B. Brown, former vice 
president of Bing Crosby Enterprises, 
for the production of tv series. 


INTERNATIONAL BUSINESS 

Ed Stern, head of Ziv’s international 
division, has set himself a goal of a 
200-per-cent increase in sales for the 
next three years. Mr. Stern’s optimism 
is based on five factors which make 
an accelerated expansion of overseas 
business possible: the spread of com- 
mercial tv to nations now excluding 
advertising; the increase in set owner- 
ship in Latin America and Europe; 


the opening up of new tv stations in 
many areas; the opening up of tv in 
countries without any service, and the 
increased use of American film pro- 
gramming by all stations. 


TAPE... 

Earnings of Ampex Corp. during 
the first nine months of the current 
fiscal year doubled those of the com- 
parable period last year. Profits after 
taxes were $1,219,000, as compared 
with $552,000, on sales of $26,829,000, 
as compared with sales of $19,493,000. 
Company directors have also approved 
a new offer of stock to stockholders 
at the rate of one share for every ten 
shares now held. 

Minnesota Mining and Manufactur- 
ing Co. reports a reduction of the 





2 PG a ee 


hat can syndicated film do for 

a sponsor faced with an indus- 
try-wide decline in sales? Jim Gust- 
man, president of Gustman Chevrolet, 
which operates three dealerships in 
Kaukauna, Seymore and Marinette, 
Wis., found that it can maintain vol- 
ume despite a discouraging market. 

In October 1957 the firm purchased 
full sponsorship of ABC Films’ 26 
Men for presentation over WBAY-TV 
Green Bay, and a year later signed up 
for a second year of the series. “With 
a strong promotional campaign built 
around the program, automobile sales 
showed no decline in a greatly de- 
creasing market,” reports Mr. Gust- 
man. He says much of this success has 
been due to the excellent tie-in value 
of the show itself. As an example, dur- 
ing several “round-up sales” announc- 
ers wore full cowboy attire. 

With the renewal, says Mr. Gust- 
man, “we look forward to another 
bigger and better year in sales through 
the use of the nation’s number-one 
syndicated western.” Recent ratings in 
diverse markets confirm the show's 
pulling power. According to January- 
February Pulse reports, 26 Men was 


awarded the following ratings: Bir- 
mingham, 32.8; Sioux City, 24.3; 


ee ee Gustman Chevrolet 
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Oklahoma City, 24.2; Seattle, 17.9, 
and Washington, D. C., 19.5. 

Other sponsor renewals include 
Canada Dry for Santa Barbara, Hude- 
pohl Beer for Cincinnati, Alka-Seltzer 
for Los Angeles, Hood Dairy in New 
England and Standard Oil of Indiana 
for Mason City, lowa. 

Russell Hayden is producer of 26 
Men, which is based on the history of 
the Arizona Rangers. Tris Coffin por- 
trays Capt. Tom Rynning, and Kelo 
Henderson plays the second lead. Mr. 
Hayden recently completed filming on 
location an additional 39 episodes of 
the series. 
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price of 60-minute teletape roll from 
$306.77 to $282.90. The company also 
claims that tape has now been im- 
proved to the point where field rejec- 
tions have been reduced to seven per 
cent. 

NBC-TV is making its tape facilities 
available to outside packagers, accord- 
ing to Thomas W. Sarnoff, vice presi- 
dent in charge of production and 
business affairs on the west coast. 
Jerry Madden, head of the tv sales 
department, has been placed in charge 
of the new service. Mr. Sarnoff claims 
that NBC engineers have made im- 
provements that now permit frame-by- 
frame editing of tape. 

On the Go, new Jack Linkletter day- 
time strip to air on CBS-TV beginning 
April 20, will travel around the coun- 
try with camera and Ampex equip- 
ment, taping shows. 

KTTV Los Angeles is offering the 
Paul Coates Show for syndication on 
tape. Two of the station’s programs, 
Divorce Court and Juke Box Jury, are 
already being syndicated via video- 


tape. 


PERSONNEL ... 

Independent Television Corp. has 
appointed 10 new representatives to 
its syndicated sales staff. Involved in 
the expansion are two district man- 
agers and two new regional sales men. 
New district managers are Herbert 
L. Miller, midwest division, formerly 
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regional sales supervisor for Califor- 
nia National Productions, and Henry 
Profenius, southeastern division, pre- 
viously with Interstate Television 
Corp. Regional sales appointees are 


Ralph Baron, eastern division, and 


Charles F. Whipple, midwest division. 


Newly appointed ITC account ex- 
ecutives are Thomas Gallagher, De- 
troit; Tony Wysocki, Memphis; Peter 
Harkins, New Orleans; Kenneth John- 
son, Indianapolis; Ray Barnett, Los 
Angeles, and Z. E. Marvin, Texas. At 
the same time, it was announced that 
Girard (Jerry) Jacobi has joined ITC 
as assistant to Milton Kayle, general 
counsel. Mr. Jacobi previously served 
in the legal department of the Stanley 
Warner Corp. 

Irving Feld has been elected presi- 
dent of Inter-World TV Films, which 
holds foreign distribution rights to 
approximately 2,000 tv films owned 





MR. FELD 


by Guild Films. Mr. Feld is a vice 
president of Guild, and has been asso- 
ciated with Twentieth Century-Fox, 
Motion Pictures for Television and 
was an independent producer before 
joining Guild in 1955. It is expected 
that Inter-World will step up its ac- 
tivities on the international plane. 
John P. Rohrs, formerly vice presi- 
dent and midwest sales manager of 
Bernard L. Schubert, Inc., has joined 
Walter Schwimmer, Inc., as sales man- 
ager. Mr. Rohrs reports to Bernard 
Crost, sales vice president, concen- 
trating on the company’s tv proper- 
ties, such as Championship Bowling, 
All-Star Golf and the new Champion- 
ship Bridge with Charles Goren. Be- 
fore joining the Schubert firm Mr. 
Rohrs was vice president of Gross- 
Krasne, Inc., and vice president for 


the Chicago office of MCA TV. 





Alexander (Sandy) Stronach Jr, 
has been appointed vice president jn 
charge of sales of Flamingo Telefilm 





MR. STRONACH 


Sales. Formerly a vice president of 
MCA and vice president in charge of 
ABC-TV, Mr. Stronach will supervise 
both national and syndicated sales for 
Flamingo. The appointment was de- 
scribed as the first in a series of ex- 
pansion moves. 


SALES ... 

Ziv scored a 76-per-cent jump in 
syndication sales during February- 
March over the comparable period in 
1958, according to Len Firestone, 
sales manager of the syndication divi- 
sion. The increase, described as un- 
precedented, covers the following Ziv 
shows: Bold Venture, Sea Hunt, High- 
way Patrol and Mackenzie's Raiders. 

At the same time, Pierre Weiss, gen- 
eral manager of Economee TV Pro- 
grams, Ziv’s re-run division, reports 
that the unit racked up a 46-per-cent 
increase during the first quarter of 
this year over the same period in 
1958. The sales rise was aided by the 
addition of three Ziv shows to Econo- 
mee’s selling list: Harbour Command, 
Martin Kane and The Man Called X. 

MCA TV has sold its new syndi- 
cated offering, SA 7, in well over 100 
markets. New sponsors of the show, 
which stars Lloyd Nolan as a special 
agent in the Intelligence Division, In- 
ternal Revenue Service, U.S. Treasury 
Dept., include: Lucky Strike ciga- 
rettes, which has extended its original 
34 market spread to 44; Dual Filter 
Tareytons, which has extended its buy 
to 16 markets; Busch-Bavarian beer; 
Kroger Supermarkets, and Schlitz 
Brewing Co. 

MCA TV continues to move its 
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library of Paramount features. Latest 
tally indicates that the pictures have 
been sold in 46 markets, although not 
all of these have been announced as 
yet. Recent purchasers include KBTV 
Denver (which shelled out $800,000 
for the 700 movies) ; WNEP-TV Scran- 
ton; WAST-TV Albany; wrvs Miami, 
and KDKA-TV Pittsburgh. 

Jack Wrather’s Lassie has been re- 
newed for the coming year by the 
Campbell Soup Co., which has spon- 
sored the show since its debut in Sep- 
tember 1953. A new series of 39 
programs will be filmed in Hollywood 
starting in May for presentation over 
CBS-TV in September. . . . Fremantle 
of Canada, Ltd., reports a 180-per- 
cent increase in sales during the past 
over the previous one. . . . CBS Films 
wrote up more than $300,000 in U.S. 
Border Patrol sales within a three- 
week period. Station sales in that 
period amounted to 22, while close to 
a score of sponsors were signed to 
alternate with Amoco in various 
markets. Amoco earlier purchased a 
59-market spread. 

More than a half-dozen new adver- 
tisers have signed for ABC Fiim’s 26 
Men. These include California Spray 
Chemicals Corp. for San Francisco, 
and Rust-Oleum Corp. for Miami and 
New Orleans. The People’s Choice, 
also distributed by ABC Films, has 
been renewed by Best Foods, Inc., for 
a year in New York, San Francisco 
and Los Angeles. Agency is Guild, 
Bascom & Bonfigli, which is continu- 
ing the series in Atlanta, Fresno, 
Sacramento, Phoenix, Salt Lake City, 
Portland, Ore., and Seattle. Another 
ABC Films property, Meet McGraw, 
was sold for the first time overseas. 
Purchasers are two Australian sta- 
tions, HSV Melbourne and TCN Sydney. 


United Artists Associated completed 
various station deals for its feature 
and cartoon libraries in 18 markets 
within one week. Largest sale was 
made to KCTV San Angelo, Tex., which 
picked up close to 250 films: the “UA 
65,” “52 Award Group,” “Top 39” 
and “Lucky 7,” and one group of 
Warner Bros. features and the Malibu 
pictures. . . . Sterling Television Co., 
distributors of Abbott and Costello, 
has completed sale of the comedy strip 
to another eight stations. Sterling’s 
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Time Out for Sports has been pur- 
chased by another four stations. . . . 
Sales of the new Crusader Rabbit 
series now amount to more than $1.4 
million, according to Lee Orgel, vice 
president in charge of sales for Regis 


Films, distributors of the program. 











PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD p——.— 


The pad that has big 5 x 7 
video panels that enable 


you to make man-sized TV g | 
visuals. Perforated video ¥ 
and audio segments on gray 

background. ‘ 


No. 72C—Pad Size 14x 17” 2.50 
(50 Sheets—4 Segments on Sheet) 


% 








Tomkins TELEPAD 


Most popular TV visual pad 
with 2Y2x4" video and 
audio panels on gray back- 
ground. Each panel perfo- 





rated 

No. 72A—19 x 24” 3.50 
(50 Sheets—12 panels on Sheet) 

No. 72B—Pocket Size 8 x 18” 2.00 


(75 Sheets—4 panels on Sheet) 


FREE SAMPLES 
FOR THE ASKING! 









Write on your letter- 
head for 200-page cata- 
log of art supplies. ‘An 
Encyclopedia of Artists 
Materials'* 





ARTHUR BROWN & BRO. 


2 West 46th St., New York 36 
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PROGRAMS ... 

War Birds, new series dealing with 
World War I flying, is being produced 
by Al Simon for CNP distribution. 
. . » Official Films has purchased pilots 
of two series from producer Ben Fox. 
They are Anchorage, a sea saga, and 
Criminal Attorney. Other new Official 
programs are: Criminal At Large, 
which will star Stephen McNally; 
Mustang, to be produced and directed 
by Michael Hinn; Snow Fire, a family 
show produced and directed by Don 
McGowan, and What Are The Odds?, 
with Bob Warren as emcee, to be pro- 
duced by Herts Productions, Inc. 

Other new productions: Jack Cher- 
tok’s Trace Hunter, a western, for 
NBC-TV; Goldie, comedy starring 
Betty Hutton, to be produced by her 
own company; All About Abby, 
comedy featuring Barbara Nichols, 
being packaged by Quinn Martin for 
Desilu; Kitty Hawk, comedy being 
written and produced by Douglas 
Morrow, with Kathleen Crowley and 
Herbert Marshall in the lead roles; 
Skinny and Me, family comedy being 
shot by 


Terror House, first televenture by 


Galaxy Productions, and 
American International Productions. 
Independent Television Corp.’s next 
program in syndication is Brave 
Stallion, which is the first 39 episodes 
of Fury, recently renewed for the fifth 
year on NBC-TV by General Foods 
and the Borden Co. Brave Stallion is 
being offered to regional advertisers 
now for an air date of Oct. 4. ... 
Macdonald Carey has been signed to 
star in Ziv’s new Lock Up series. 


PROGRAM PRODUCTION 

Van Praag Productions, one of the 
leading tv commercial producers, has 
entered the program production field. 
Curiously, the firm’s initial venture is 
neither on film nor tape but is live, 
just like in the old days. 

The program is The Ad Libbers, 
which had a trial run in 1951 over 
CBS-TV as a summer replacement 
under the sponsorship of Maxwell 
House coffee. Originators of the show 
are Ted and Hal Persons. Bill Van 
Praag, president of the firm bearing 
his name, is producer of the new and 
expanded version, which will be half- 
hour in length with a permanent cast, 





a name emcee and guest stars. 

The program is currently being 
pitched for network sale, either as a 
summer replacement or for a fall start. 
Videotape makes the live program 
possible, since each stanza is to be 
recorded for later re-plays on the 
market-by-market route. Tape facili- 
ties, non-existent at present at Van 
Praag, would be rented. 

Mr. Van Praag has also given the 
go-ahead on film production. Don 
Kratz, the firm’s vice president in 
charge of west-coast operations, is 
developing a pilot concerned with 
aviation. 


PRODUCTION POLICY 

CBS Films, with a schedule of at 
least 12 new pilots to be readied 
within the next year, will go ahead on 
production of at least two or three of 
them, sale or no sale, according to 
Sam Cook Digges, vice president and 
general manager. 

Production on these as yet un- 
specified programs would begin this 
year. An attempt at a network sale 
would be made, but failing that, the 
shows would go into syndication, Mr. 
Digges says. He offers a reason for 
the heavy production schedule: “When 
shows are sold in January for a Sep- 
tember network start, as they have 
been this year, we want product 
available at all times. To hell with the 
calendar year.” 

New programs include the follow- 
ing: House on K Street, to be pro- 
duced in Hollywood and on location 
by Sam Gallu; Man From Antibes, to 
star Robert Alda and to be produced 
by Mr. Gallu in various overseas areas 
in color; The Attorney, a Stark-Layton 
production to be done in cooperation 
with the American Bar Association, 
and Bellevue, a drama about that 


institution. 


COMMERCIAL CUES... 
Pintoff Productions, Inc., has open- 
ed up west-coast facilities for the 
production of animated tv commer- 
cials, industrials and theatrical fea- 
tures. The Hollywood studio is located 
at 1515 Crossroads of the World. ... 
Roy Hollingsworth, formerly with 
Universal-International, has joined the 
Desilu commercial division as produc- 
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tion coordinator. . . . Leon A. Kreger 
has been elected vice president in 
charge of creative marketing services 
for Wilding Picture Productions, Inc. 
_.. Robert L. Lawrence, president of 
Robert Lawrence Productions, Inc.. 
has been reappointed finance chair- 
man of the Television Commercial 
Film Producers for 1959 for the 
United States Committee for the 
United Nations. 

Wondsel, Carlisle & Dunphy have 
completed production of Jn Search of 
Lincoln for the United States Infor- 
mation Service. The educational film 
will be shown throughout the world 
in all languages. 

Thinking Dog Spot 

The most comment to be caused by 
any commercial first released on the 
west coast since the Bank of America 
spots five years ago is resulting from 
the “thinking dog” commercial being 
produced by Playhouse Pictures for 
Ford (J. Walter Thompson, Los 
Angeles) . 

A take-off on the “thinking man’s 
filter,” the copy runs as follows: 

Announcer: “Ah . you there. 
What are you doing?” 

Dog: “I’m dusting a Ford.” 

Announcer: “Oh. Are you a Ford 
owner ?” 

Dog: “No. 


Announcer: “Do you think every- 


... ma dog.” 


one should be a dog?” 

Dog: “Well, that’s something every- 
one should decide for himself. But I 
do think everyone should be a Ford 
owner. Don’t you?” 

The spot was released March 8 in 
California, Nevada and Arizona. The 
reaction has included a request by 
Ted Bates, agency for Viceroy Ciga- 
rettes, for a reel of the film. 

Robert Carr, formerly with Walt 
Disney, has joined Hanna & Barbera’s 
animation department. H&B is pro- 
ducing a new series of animated spots 
for Borden’s (Benton & Bowles). . . . 
David DePatie has been named vice 
president of the commercial division 
of Warner Bros. . . . Music Makers 
Co., suppliers of music for film com- 
mercials, has opened an office in 
Hollywood. Mort Stein has been 


placed in charge. . . . Bob Gannon, 


TV Spots executive, reports a trend 


Advertising 
Directory of 


SELLING 


COMMERCIALS 


B. F. Goodrich « McCann-Erickson 


KLAEGER FILM PRODUCTIONS 


Gulf Oil Co. ¢ Young & Rubicam 


LARS CALONIUS PRODUCTIONS, INC., New York 


Harvester Cigars « E,W,R&R 


Lone Star Brewing Co. © Glenn Advertising 


KEITZ & HERNDON, Dallas 


Minnesota Mining & Mfg. Co. » BBDO 


GIFFORD ANIMATION, INC., New York 


Petri Wine © Young & Rubicam 


WARNER BROS. TELEVISION, Burbank 


Quaker Oats © Wherry, Baker & Tilden 
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SELLING 
COMMERCIALS 


RCA Whirlpool « Kenyon & Eckhardt 


Revlon « Mogul, Lewin, Williams & Saylor 


Machine Co. « Young & Rubicam 
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PELICAN FILMS, INC., New York 


Wise Potato Chips © Lynn Organization 


HFH PRODUCTIONS, INC., New York 
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towards use of combination live ac- 
tion and animation in film commer- 
cials. 


Film Commercials 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: Standard Brands, Ltd. 
(Royal pudding), MacLaren, Standard 
Oil Co. of Calif. (Chevron gasoline), 
BBDO; General Motors Corp. (Buick 
show opening), McCann-Erickson; E. I. 
du Pont de Nemours & Co., Inc. (carpets, 
synthetics), BBDO; Smith Bros. (cough 
drops), SSC&B; Esso Standard Oil Co. 
(Imperial gasoline), MacLaren; George 


W. Helme Co. (snuff), C&W; Ford Motor 


Co. (Ford cars), JWT; Columbia River 
Packers Assn. (Bumble Bee tuna), Richard 
K. Manoff; National Biscuit Co. Nabisco 
cookies, (Millbrook bread), McCann- 
Erickson; Lever Bros. Co. (Lifebuoy 
soap), SSC&B; American Telephone & 
Telegraph Co. (show opening), Ayer; 
Rexall Drug Co. (show opening), BBDO; 
Sperry & Hutchinson Co. (S&H Green 
stamps), SSC&B; Thomas J. Lipton Co. 
(tea), Y&R; General Motors Corp. (Buick 
cars), McCann-Erickson. 

In Production: Standard Oi] Co. of N. J. 
(institutional), McCann-Erickson ; 
Standard Oil Co. of California (Chevron 
gasoline), BBDO; Colgate-Palmolive Co. 
(Spree soap), McCann-Erickson; Socony 
Mobil Oil Co., Inc. (Heet Cleaner), 
Compton; F & M Schaefer Co. (beer), 
BBDO; General Motors Corp. (Buick cars), 
McCann-Erickson; Radio Corp. of America 
(show opening), K&E. 


ERA PRODUCTIONS, INC. 


Completed: W. F. Straub & Co. (Lake 
Shore honey), Gordon Best; Barbara 

Ann Baking Co. (bread), Heintz; General 
Insurance of America (insurance), Cole 

& Weber; Squirt Co. (soft drink), 
Honig-Cooper, Harrington & Miner; 
Washington State Commission (apples), 
Cole & Weber; Mattel, Inc. (toys), Carson 
Roberts; Tidy House Products Co. 
(Dexol soap), Earle Ludgin. 

In Production: Hancock Oil Co. 
(petroluem products), Heintz; Nutrilite, 
Inc. (Aqua Satin cream), Carson Roberts; 
Milner Corp. (Pinesol, Perma-starch), 
Gordon Best; U. S. Forestry Service 
(Smoky Bear), FC&B. 


GRAY & O’REILLY 


In Production: General Electric Co. 
(mixers), Y&R; Block Drug Co. (Nytol, 
Greenmint), SSC&B; General Tire & 
Rubber Co. (tires), D’Arcy; General Foods 
Corp. (Buffay), Y&R; Falstaff Brewing 
Corp. (beer), D-F-S. 


JAMIESON FILM CO. 


Completed: Smithfield Packing Co. 
(meats), Cargill, Wilson & Acree; Medi- 
Pops (cough medicine), McKown- 
Alexander-Wells; Freeman Oldsmobile 

Co (automobiles), Clarke, Dunagan & 
Huffhines; Johnston, Gaston Corp. (No 
Roach insecticide), direct; Southwestern 
Bell Telephone Co. (education film), direct. 
In Production: Texas Title Assn. 
(education film), direct; U. S. Navy 
(education film), direct; Johnston, 
Gaston Corp. (No Roach insecticide), 
direct; Hot Shot Co. (bug killer), Simon 
& Gwynn; Red Cross (promotion), 
Tracy-Locke. 






KEITZ & HERNDON 


Completed: Chance Vought Aircraft Co., 
direct; Campbell-Taggart Assn. Bakeries, 
Inc. (Rainbo cupcakes), Bel-Art: Fire 
Prevention Bureau (training film), direct; 
First National Bank in Albuquerque 
(banking services), direct; Lone Star 
Brewing Co. (beer), Glenn. 

In Production: Household Finance Corp. 
(loan services), NL&B; American Snuff 
Co. (Garrett snuff), Simon & Gwynn; 
Lone Star Gas Co. (gaslite & gas dryer), 
EWR&R; Amicable Life Insurance Co. 
(insurance), Southwest; Colvert Dairy 
Products, Inc. (dairy products), Lowe 
Runkle; Deep Rock Oil Corp. (gasoline), 
Lowe Runkle. 


KLAEGER FILM 
PRODUCTIONS, INC. 
Completed: Melville Shoe Corp. (Thom 
McAn shoes), DDB; R. J. Reynolds 
Tobacco Co. (Camels), Esty; 
Chesebrough-Pond’s, Inc. (Vaseline), Esty. 
In Production: Benrus Watch Co. 
(watches), Grey; Arrow Shirt Co., L&N; 
Lever Bros. Co. (Ipana), DCS&S; U.S. 
Rubber Co. (tires), Fletcher D. Richards; 
Procter & Gamble Co. (Tide), B&B; 
General Foods Corp. (Baker’s Instant 
chocolate), FC&B; Westinghouse Electric 
Company (various products), Grey; Dow 
Chemical Co. (Saran Wrap), MacManus, 
John & Adams; Westinghouse Electric 
Co. (various products), McCann Erickson; 
General Electric Co., Maxon; Pontiac 
Motor Div., General Motors Corp. (cars), 
MacManus, John & Adams; E. I. du Pont 
de Nemours & Co., Inc. (various 
products), BBDO; P. Ballantine & Sons 
(beer), Esty; Greyhound Corp. (bus), 
Grey; Ideal Toy Co. (various products), 
Grey; International Latex Corp. (Playtex), 
Reach, McClinton; National Carbon Co. 
(Prestone), Esty. 


JAMES LOVE PRODUCTION 


Completed: Aluminum Co. of America 
(Siding, Gutters, Downspouts), F&S&R. 
In Production: Bell Telephone Co. of 
Pennsylvania (phone service), Gray & 
Rogers; PPG (schools), Ketchum, 
MacLeod & Grove; U.S. Air Force 
(enlistment), EWR&R. 


NATIONAL SCREEN SERVICE 


Completed: Consolidated Cigar Sales Co., 
Inc. (Harvester cigars), EWR&R; 
Campana Sales Co. (Ayds), EWR&R; 
Pontiac Motor Div. General Motors Corp. 
(cars), MacManus, John & Adams; P. 
Ballantine & Sons (beer), Esty; Morton 
Frozen Foods, Div. Continental Baking 
Co., Inc. (pies), Bates; Olin Mathieson 
Chemical Corp. (High Energy fuel), 
direct; LePage’s, Inc. (Plasti-Pak), 
Y&R; Lewyt Corp. (Vacuum cleaner), 
Hicks & Greist; White Rock Corp., 
MacManus, John & Adams. 

In Production: P. Ballantine & Sons 
(beer), Esty; Pontiac Motors Div. General 
Motors Corp. (cars), MacManus, John 
Adams; State of New Jersey (Steps to 
Safety), direct; Radio Corp. of America 
(Monogram tubes), Lefton; British 
Petroleum Co., Collyer Adv. Ltd.; B. C. 
Remedy Co. (headache powder), C. Knox 
Massey; Narragansett Brewing Co. 
(beer), C&W; Good Housekeeping 
magazine, Grey. 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: Drug Research Corp. 
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Breach Jumper 

KMOX-TV St. Louis jumped 
into the breach recently and 
proved conclusively to at least one 
advertiser that television is just 
great at promoting fashion mer- 
chandise. 

Naturalizer Shoes had sched- 
uled three Washington’s Birthday 
spring fashion showings at Son- 
nenfeld’s, a woman’s specialty 
store, but a newspaper strike af- 
fecting the morning Globe Demo- 
crat left them minus a planned 
840-line ad in the Sunday edition 
announcing the event. The KMOX- 
TV sales staff quickly went into 
action, scheduling a series of ID’s 
all day Sunday. 

As a result, the audience at the 
first showing at noon was greater 
than any had been for all three 
shows in previous years, and the 
crowd for the three combined 
outnumbered the total attendance 
of the last three years. 





(Insta-Pep), KHCC&A; Television Bureau 
of Advertising (institutional), Wexton; 
American Telephone & Telegraph Co. 
(yellow pages), Spitzer & Mills; Christie, 
Brown & Co. (Premium crackers), 
Rabko; National Trust Co., (institutional), 
Spitzer & Mills. 

In Production: ABC (promotional 
trailer), direct; Christie Brown & Co. 
(Sweetline), Rabko; Sinclair Oil Refining 
Co. (gasoline & oil), Geyer, Morey, 
Madden & Ballard; Colgate-Palmolive Co. 
(Halo shampoo), Spitzer & Mills. 


BILL STURM STUDIOS, INC. 


Completed: Beneficial Management Corp., 
Lefton; Texas Co. (gasoline), Ronalds; 
Arnold Bakers, Inc. (cookies), Charles 

W. Hoyt; Speidel Corp. (watchbands), 
NC&K; Wildroot Co., Inc. (cream oil), 
BBDO; Corn Products Refining Co. 
(Kasco dog food), Donahue & Coe; 
National Biscuit Co. (shredded wheat), 
K&E; Radio Corp. of America (IEP 
division), Lefton; Chanel, Inc. (Chanel 
#5), NC&K; Thomas J. Lipton Co. 
(tea), Y&R. 

In Production: Blatz Brewing Co. (beer), 
K&E; Bristol-Myers Co. (Vitalis), DCS&S; 
Texas Co. (gasoline), Ronalds; Bemco 
Mattress Co. (mattresses), Elkman; Cott 
Bottling Co. (beverages), John C. Dowd; 
Goebel Brewing Co., Inc. (beer), 
Campbell-Ewald; McGough Bakeries, 

Inc. (Holsum bread), Robert Luckie; 

E. I. du Pont de Nemours & Co., Inc. 
(Nylon, Dacron, Orlon), BBDO; First 
National City Bank, BBDO; Corn 
Products Refining Co. (Kasco dog food), 
Donahue & Coe; M.G.M. (“Watusi”), 
Donahue & Coe; Radio Corp. of America 


(tv tubes), Lefton, Warner Lambert Co. | 
(Fizzies), Lambert & Feasley. 


TRANSFILM, INC. 


Completed: Whitehall Laboratories Div. 
American Home Products Corp. (Anacin), 
Bates; Phillips-Van Heusen Corp. 

(Van Heusen shirts), Grey; Aluminum 
Co. of America (Alcoa), F&S&R; U.S. 
Steel Corp. (steel), BBDO; Boyle- 
Midway, Inc. (Aero Shave), JWT; 
Esquire, Inc. (Coronet magazine), Grey; 
Consolidated Cigar Corp. (Muriel 

cigars), L&N; Procter & Gamble Co. 
(Ivory Snow), B&B; Food Manufacturers, 
Inc. (Uncle Ben’s rice), Bates; Miles 
Laboratories, Inc. One-A-Day 

Vitamins), Geoffrey Wade; Standard 
Brands, Inc. (Burgerbits dog food), 

Bates; Oakite Products, Inc. (Oakite), 
Richard K. Manoff; American Sugar 
Refining Co. (Domino sugar), Bates; 

J. L. Prescott Co. (Dazzle bleach), 
Monroe F. Dreher; Mennen Co. (all 
products), Grey; American Chicle Co. 
(Clorets), Bates; Chock Full O’ Nuts Co. 
(coffee), Grey. 

In Production: Whitehall Laboratories 
Div. American Home Products Corp. 
(Anacin), Bates; Nestle Co., Inc. 
(Nescafe), Houston; Aluminum Co. of 
America (Alcoa), F&S&R; U.S. Steel 
Corp. (steel), BBDO; Boyle-Midway, 
Inc. (Aero Shave), JWT; Warner-Lambert 
Pharmaceutical Co. (Bromo-Seltzer), 
Warwick & Legler; Continental Baking 
Co. (Profile bread), Bates; Miles 
Laboratories, Inc. (Alka-Seltzer, One- 
A-Day Vitamins), Geoffrey Wade; 

Standard Brands, Inc. (Burgerbits dog 
meal), Bates; Alberto-Culver Co. (Silken 
Rinse, New Dawn), Geoffrey Wade; 

Lever Bros. Co. (Pepsodent toothpaste), 
FC&B; American Sugar Refining Co. 
(Domino sugar), Bates; Mennen Co. 

(all products), Grey; American Chicle 

Co. (Clorets), Bates. 





UPA PICTURES, INC, 


Completed: Englander Co., Inc. (mattress), 
North; Carling Brewing Co., Inc. (Stag 
beer), Edward H. Weiss. 

In Production: Richfield Oil Corp. 
(Boron), Hixson & Jorgensen; Carling 
Brewing Co., Inc. (Stag beer), Edward 
H. Weiss; British-Col. Telephone Co., 
James Lovick; Oklahoma Oil Co. 
(gasoline), NL&B; Mrs. Baird’s 
Bakeries, Inc. (bread), Tracy-Locke; 
Embassy Dairy Co. (dairy), M. Belmont 
Ver Standig. 


WONDERLAND PRODUCTIONS 


In Production: Polytron (automobile oil 
additive), direct; California City (real 
estate), Leftwich; Batchelor’s Foods 
(canned foods), Gamlin; Stauffer 
System (reducing couches), FC&B. 


INSURANCE 


_ hs Spa RP RRR RH ERIN OEP ee 
JEROME J. COHEN, INC. 
(Jerry & Ron) 

225 West 34th St., New York 1, N. Y. 
CH4-3127-8 


RARE AND UNUSUAL COVERAGES 
OUR SPECIALTY 








Advertising Directory 


of TV SERVICES 


Coenen meena 
TV FILM TRAFFIC SERVICES 
A 


MODERN TELESERVICE,INC. 
Chicago 
DE 71-3761 
Modern facilities 
Trained personnel 
Individual attention 
- .- in servicing tv after-production needs. 


Los Angeles 
WE 3-5674 


TALENT AGENCIES 


FOSTER-FERGUSON 
(Jean & Babs) 
141 East 44th Street, New York 17, N. Y. 
Ukon 6-4330 
A complete service, specializing in crea- 
tive talent for tv. May we screen, from 
our vast resources of actors, models, etc., 
the types to fit your specific need. 


CAMERA EQUIPMENT 


CAMERA EQUIPMENT CoO. 


315 West 43rd Street, New York 36, N. Y. 
JUdsen 6-1420 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 
lighting equipment . . . generators 
eit film editing equipment . . . processing 
equipment. 


SCREENING ROOMS 


PREVIEW THEATRES, INC. 


1600 Broadway, New York 19, N. Y. 
CIrele 5 


l6mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film sterage vaults. 
All facilities available 24 hours a day. 


OPTICAL EFFECTS 
AND ANIMATION 


& W FILM SERVICE CORP. 


1657 Broadway, New York 19, N. Y. 
CIrele 5-8080-1-2 


x 


ANIMATION 
ANIMATION PHOTOGRAPHY 


TRANSCRIPTION AND 
RECORDING SERVICES 


REEVES SOUND STUDIOS 


304 East 44th Street, New York 17, N. Y. 
ORegon 9-3550 


Complete transcription and film record- 
ing facilities. 
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Gets Top Ratings on 
WCBS-TV, New York 10. 
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in your market, \ 


GOVERNOR TELEVISION | * 


375 Park Avenue, N.Y.C. 
PLaza 3-6216 
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MADISON AVENUE at 37th STREET 
NEW YORK 


LOCATION ...in the heart of quiet Murray 
Hill section...a few streets from Grand 
Central and Penn R.R. Stations and Air- 
line Terminals ... adjacent to all business Mi 
districts. o 
ACCOMMODATIONS...light, spacious 
rooms and suites... refurnished through- 
out...delightfully air conditioned... TV 
and Radio too! 


RATES ... singles, doubles and suites... 
attractively low priced. 


Write for illustrated brochure 
*® RESERVATIGNS SUGGESTED « 


1—( 
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Pulse Top 


Program 


1—Sea Hunt 
2—Highway Patrol 
3—State Trooper 
1—Silent Service 
5—Mackenzie’s Raiders 
6—C 
7—Target 
8—Rescue 8 
9—Sky King 
Whirlybirds 


itizen Soldier 


Pulse Top 10 Drama Shows for January 


Wire or phone 1—Big Story 

Art Kerman 1—If You Had A Million 
today for Z 2—Jeff’s Collie 
availability 3—Dr. Hudson 


1—Divorce Court 
5—Walter Winchell 
6—Night Court 
Medic 
3—Command Performance 
—Reader’s Digest 
—Star Performance 


Pulse Top 10 Comedy Shows 

~1—Burns and Allen 
2—The People’s Choice 
3—How to Marry a 


Millionaire 


1—The Honeymooners 
5—Abbott and Costello 
6—Three Stooges 
7—This Is Alice 
8- Topper 
9—Life of Riley 
10—Amos ’n’ Andy 


Pulse Top 


1—Mike Hammer 
2—U. S. Marshal 
3—Sheriff of Cochise 
1—San Francisco Beat 
-Official Detective 


Pulse Top 


~1—Death Valley Days 
2—26 Men 
3—Boots and Saddles 
cisco Kid 


5—Wild Bill Hickok 


3 Mystery 


National 

Weighted 
Ziv 21.0 
Ziv y Bo 
MCA 14.6 
CNP 13.8 
Ziv 35 
Flamingo 12.9 
Ziv 12.5 
Screen Gems 12.1 
Nabisco 11.2 
CBS 11.0 


Flamingo 
MCA 
ITC 
MCA 
Guild 
NTA 
Banner 
CNP 
MCA 
Schubert 
Official 


Screen Gems 


ABC 


NTA-Network 
CBS 
Sterling 
Screen Gems 
‘\TA-Network 
Schubert 
CNP 
CBS 


MCA 
NTA 
NTA 
CBS 
NTA 


U. S. Borax 
ABC 
CNP 
Ziv 


Screen Gems 







13.1 
13.1 
11.8 


11.1] 


12.0 
9.6 


: a 
~~ 


~“I~] ~) 


6.9 


15.4 
12.6 
12.3 
11.7 

8.6 


16.8 
13.7 
14.1 
12.9 
11.6 





10 Adventure Shows for January 


Viewers Per 100 
Homes Tuned in 
Distributor Average Men Women Children 


83 
83 
79 
74 
79 
79 
8] 
78 
32 


63 


76 
83 
52 
86 
86 
84 
8 

79 
58 
82 


68 


~ 
~] Ww 


fa) 


74 
69 
24 
65 
78 
30 
68 


39 


86 
69 
o* 
Orv 
oO 
oO 
oO 
Orn 


85 


76 
76 
71 
76 
59 


89 
87 
84 
81 
84 
82 
89 
83 
13 
67 


2? 
83 


89 
58 
92 
95 
9] 
96 
84 
80 
86 
75 


for January 


81 
74 


Shows for January 


9I 
74 


ed 
87 


93 
9] 


5 Western Shows for January 


82 
87 


70 
78 


82 
61 


21 
25 
32 
48 
26 
29 
32 
34 
89 
87 


28 
18 


43 
56 


65 


Q7 


of 


27 
64 
27 
23 
21 


53 
46 
56 
53 








34 


87 


7 


64 
27 
23 
21 


53 


16 


53 
89 





News (Continued from page 23) 


ber of tv homes per country, are as 
follows: West Germany, two million; 
The Netherlands, 300,000; Belgium, 
200,000; Luxembourg, 2,000; France, 
one million, and Italy, one million. 

At present, the average price for a 
half-hour dubbed film show (assum- 
ing it was sold in all common-market 
countries) amounts to $3,500. Mr. 
Talbot points out, however, that a full 
series of 39 is never purchased. Prices 
vary with each country, of course, 
with West Germany buying at the top 
price, while the Benelux countries, 
offer the lowest prices. 

By 1962, when television homes are 
expected to jump to 10 million, esti- 
mated price per half-hour dubbed 
show will climb to $6,000, says the 
Fremantle executive. 

He emphasizes that although there 
is only one tariff and the currency is 
interchangeable, there are many lin- 
guistic and cultural barriers separat- 
ing the six participating nations. Even 
in Belgium there are two languages 
(French and Flemish), and Belgian 
Flemish is not entirely acceptable in 
The Netherlands. 

Mr. Talbot, who has been involved 
in television film sales overseas since 
1952, has sold such diverse proper- 
ties as Encyclopaedia Britannica films, 
Mighty Mouse cartoons and Hopalong 
Cassidy episodes in many of the Euro- 
pean Common Market nations. 





as the Niagara Frontier. 


For best results from America’s most powerful selling medium, be sure to call Peters, Griffin, 
Woodward about availabilities in Buffalo. 





James H. Ferguson Jr. has been elected 
vice president for sales of the Spring- 
field Television Broadcasting Corp. 
Mr. Ferguson had previously been 
designated general sales manager for 
WWLP Springfield, Mass., wRLP Brat- 
ileboro, Vt., and wwor Worcester, 
Mass. 





Tv Rewards, Dangers 

The effect of television exposure on 
the election of candidates to public 
office is the subject of a survey recently 
released by Cunningham & Walsh, 
Inc. A study of the 1958 New York 
gubernatorial race, the report makes 
clear both the numerous rewards and 
the potential dangers of electioneering 
in the living room. 

Five hundred and thirty-seven per- 
sons in four metropolitan areas of 
New York were interviewed both be- 
fore and after they had voted. The 
pre-election survey was designed to 
discover which candidate the voter 
favored at that time and the extent to 


NBC - CHANNEL 2 


which he had been exposed to the 
candidates on tv. The post-election 
interview inquired about the sources 
the voter used for information, the 
person he voted for, and his reactions 
to Averell Harriman and Nelson 
Rockefeller as they appeared on tele- 
vision. It was found that two out of 
three voters had seen both candidates 
on tv, and only one out of seven had 
seen neither. 

Although many facts were un- 
covered by the researchers about the 
position of various sources of infor- 
mation (tv and newspapers were by 
far the most important), perhaps the 
most enlightening part of the survey 
deals with the image of himself each 
candidate was able to project into the 
homes of the electorate, and the effect 
these images had on the voters. The 
importance of this is particularly ap- 
parent in the decisions of the “switch” 
voters who either left traditional 
party lines or changed their minds 
during the course of the campaign. 

Of 261 Republicans interviewed, 
245 voted for Mr. Rockefeller. Of the 
16 who voted for Mr. Harriman, five 
favored him from the start, six were 
on the fence, and only five made a 
definite switch. The reasons given by 
the “switchers” were primarily in- 
volved with a dislike of Mr. Rocke- 
feller’s personality or the feeling that 
he wasn’t as serious or as sincere as 
Mr. Harriman: “Rockefeller is too 
young-acting and seems like the party- 


WG 7 -TV Selling the Buffalo-Nragara Falls market 


REPEAT ORDERS in the nation’s 14th market, as anywhere else, are the best evidence of television's 
selling ability. wGr-tv, NBc in Buffalo, is proud that 25 national and 21 local advertisers, who 
have used the station continuously since it started in 1954, have renewed for 52 weeks of 1959. 


These, and newer advertisers, will get even better sales results in 1959, as wer-tv continues 
to provide better service for more viewers in the mighty and prosperous market known 
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ing kind”; “Rockefeller seemed to me 
like he was putting on a show or a 
circus.” 

Of the Democrats interviewed, 151 
out of 184 voted for Mr. Harriman. 
Of the 33 who did not, 16 were for 
him at the beginning and changed 
during the course of the campaign. 
Ten were undecided at the onset. Only 
seven out of 87 non-partisan voters 
made a distinct reversal during the 
campaign either way; however, 21 of 
the 31 fence-sitters ended up with Mr. 
Rockefeller. 

The voters who switched to Mr. 
Rockefeller seemed to be greatly in- 
fluenced by his television appearances: 
“When I saw Rockefeller on tv, I 
knew he had my vote; he looks so 
honest”; thinks he is 
someone. Rockefeller is nice, warm, 
friendly and handsome”; “After I 


saw Rockefeller on tv, I changed. 


“Harriman 


Rockefeller means what he was say- 
ing.” Incidentally, 22 per cent of the 
Democratic women voted for Mr. 
Rockefeller, although less than three 
per cent of them favored him at the 
beginning of the campaign. 

As for the impressions made on the 
entire group of voters, including the 
many who stuck to their man through- 
out, 57 per cent became more favor- 
able to Mr. Rockefeller as a result of 
his tv appearances, 39 per cent re- 


ported no change, and only four per 
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Ted Richeson has been named na- 
tional sales manager for KREM-TV-AM- 
FM Spokane, it has been announced 
by Robert H. Temple, station man- 
ager. He will be responsible for all 
national and regional sales for the 
station. 





cent felt less favorable toward him. 
Mr. 
with tv, however. Only 11 per cent of 
voters liked him better after they had 
seen him, 67 per cent felt no different, 
and 22 per cent were less inclined to 


Harriman was less successful 


favor him. 
It was also discovered that 36 per 
cent of Harriman voters felt more 


Mr. Rockefeller after 


seeing him on tv, while only 23 per 


favorable to 


cent liked their own man better. 

Voters were greatly impressed by 
Mr. Rockefeller’s personality, general 
appearance and speaking, while many 
persons were put off by Mr. Harri- 
man’s speech delivery and generally 
formal manner. 

The C&W researchers also learned 
that the voters recalled the occasion of 
a candidate’s tv appearance far more 
than the content of the appearance. 
All in all, then, it would seem that the 
personal impression projected by the 
candidate on tv was much more im- 
portant than the points made or the 
material discussed. 

This 


certain type of man television can be 


survey indicates that for a 
a tremendous boost on the road to a 
public office. However, for the candi- 
date who has difficulty in selling him- 
self as a personality, television appear- 
ances present a certain difficulty. As a 
means of providing voters with an 
entirely different type of experience 
with political candidates, television 


thoughtful 


planned use. 


requires and carefully 





Guess Who—Again 

It probably will come as a surprise 
to no one to learn that Piel’s beer is 
once more the winner in the monthly 
survey of best-liked television com- 
mercials conducted by the American 
Research Bureau. The Piel fréres, Bert 
and Harry, have now held onto their 
title for the fifth consecutive month, 
thereby breaking all records in this 
particular sweepstakes. 

Clinging to the second and third 
positions in which they placed last 
time out, Maypo cereals and Hamm’s 
beer were the runners-up in February, 
with Alka-Seltzer nailing down the 
fourth slot for the fourth month. 

Advances were made in the latest 
survey by Dodge, which moved up 
one notch into fifth position; Winston, 
which jumped from 13th in January 
to sixth this time; Ford, going from 
(Continued on page 50) 





Quick Results 
A 30-minute documentary aired 
on WHAS-TV which 


scored school and city officials for 


Louisville, 


their lack of preparedness in case 
of a tornado or other sudden dis- 
aster, has had a notable effect on 
the community. 

The documentary, 53 Miles 
Death, which 
shots of tornado-stricken Caney- 


From combined 
ville, Ky., with interviews with 
Louisville school and civic ofh- 
cials, stirred parents and other 
citizens to angry action. 

WHAS-TV then suggested that 
the problem could be solved by 
revised instructions and drill pro- 
cedures and by taking advantage 
of the Conelrad warning system 
and placing Conelrad receivers 
in all schools. The station demon- 
strated the system for interested 
viewers in a_ special evening 
broadcast. 

Within a month after the orig- 
ingal documentary, local school 
officials were accepting bids on 
Conelrad receivers, and the Louis- 
ville Safety Council had recom- 
mended the system for all build- 
ings housing large groups of 


people. 



































ithly 
a TALE OF TASO. Of vital signifi- 
a cance to all segments of the tv indus- 
h " trv—to advertisers no less than to 
| Pr; broadcasters and equipment manufac- 
“<_ turers—is the report of the Television 
= Allocations Study Organization, sub- 
hird mitted to the Federal Communications 
lest Commission after two-and-a-half years 
a of study of the thorny problem of 
aaa station allocations. 
Fé In essence, its report states that uhf 
service is inferior to vhf in nearly 
= every major respect. The larger ques- 
| up tion for the moment, however, is what 
sek to do about it ro and a solution to 
ont please every one involved isn’t likely to 
ba come forth in the foreseeable future, 
» 50) although the debate which was begun 
at the NAB convention is likely to 
— continue for months, if not years. 

All of the approaches to a solution 
eo have one thing in common: the solu- 
ch tion must lie in the acquisition of 
os | more vhf spectrum space for commer- 
; cial broadcast interests. It is here, 
me: however, that the agreement ends and 
je different points of view take over. 

Among the several alternative solu- 
ba tions is the long-reported switch of 
oa spectrum space with military users in 
es an effort to permit extension of the 
th vhf band. The objective here is re- 
fi. portedly a continuous band of 25 vhf 
al channels. 

OTHER ALTERNATIVES. Among 
vat other possibilities under consideration 
by is an exchange of spectrum space be- 
~ tween Government and non-Govern- 
ge ment users. This, it is suggested, may 
_ involve deletion of low-band vhf fre- 
_ quencies in the range of channels 2 
yn- through 6. 
ed What else can be done to provide a 
ng truly competitive national tv alloca- 

tions set-up is anyone’s guess—and 
ig- the proposals haven’t come forward 
ool thus far. Engineering revisions are 
on possibilities. They would include re- 
lis- duction of mileage separations be- 
m- tween stations on the same or adjacent 
Id- channels, or other means of bringing 
of more ty stations into cities with a 

small number of allocations. 
= The report, submitted by Dr. George 





Washington Memo 





Town, executive director, states that a 
uhf signal deteriorates more rapidly 
than a vhf signal as the distance from 
the transmitter increases; that neither 
a uhf receiver nor a uhf antenna oper- 
ates as efficiently as a vhf receiver or 
antenna, and that a uhf station is more 
expensive to operate. 

It threw uhf a few bouquets, how- 
ever, but they were very few indeed. 
Uhf signals, for one thing, were found 
to be more resistant to interference 
than vhf. Also, uhf signals were found 
to be no less efficient than vhf at 
shorter distances over a level terrain 
without interference from trees. 


SOME COMPARISONS. “One sig- 
nificant factor was noted over and 
over again in all sections of the coun- 
try,” the report stated. “This is that 
there is no such thing as a ‘standard’ 
receiving installation. Rather, as one 
goes farther and farther from a trans- 
mitter, one finds that the quality of the 
receiver installations, and particularly 
the quality of the receiving antennas, 
improves so that the decrease in signal 
strength is to a considerable extent 
compensated. 

“As one goes farther yet, a region is 
reached in which the signal strength is 
so low that only relatively poor pic- 
tures are obtained; and soon there- 
after, it is found that no receivers are 
purchased. This increase in quality of 
receiving installations with increasing 
distance is, of course, to be expected; 
but it leads to interesting results. 

“The effect produced is that, over a 
considerable range of distances from 
a television transmitter, picture quali- 
ty, as observed in the home, remains 
at approximately the same satisfactory 
level; but that when some more or less 
critical distance is exceeded, the serv- 
ice deteriorates very rapidly. 

“This critical distance depends upon 
many local factors; but the significant 
fact is that, in practically all cases, 
this critical distance is much less for 
uhf than for vhf. It is even markedly 
less for high-band vhf than for low- 
band vhf. Exceptions can, of course, 
always be found. For example, in the 


extremely flat and quite treeless San 


Joaquin Valley, signals from the 
Fresno uhf transmitters located 3,300 
and 4,300 feet above the valley floor 
spread far down the valley and pro- 
vide service quite comparable to that 
provided by the similarly located vhf 
transmitter.” 

UNFINISHED WORK. The TASO 
report outlined two major tasks yet 
before the tv industry and suggested 
that they be completed by the tv in- 
dustry, by educational institutions and 
by the Government. They include com- 
pleting the analysis of the station 
propagation data and conducting and 
analyzing reliable field tests of direc- 
tional transmitting antennas. 

Still another important task is the 
inauguration of field surveys of tv 
picture quality in the home in very 
large metropolitan areas, the report 
stated. It added: 

“These should be coordinated with 
concurrent of field 
strength and, of course, comparable 


measurements 


uhf and vhf sources of tv signals are 
needed if the surveys are to be of 
maximum usefulness. Unfortunately, 
facilities for such surveys are not 
readily available.” 

TASO was formed in 1956 at the 
request of the FCC and is sponsored 
by five top-level broadcasting organi- 
zations. They are NAB, Electronics 
Industries Association, Association of 
Maximum Service Telecasters, Com- 
mittee for Competitive TV and the 
Joint Council on Educational TV. 
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In 


BINGHAMTON 


Look At These 
Ratings* On 


WINR-TV 


Peter Gunn 30.2 
Restless Gun 28.1 
Wagon Train 21.8 
This is Your Life 26.8 
M-Squad 26.5 
Kraft Music Hall 25.0 
Tales of Wells Fargo 25.0 
Perry Como 24.7 





% October ARB 


WINR-TV directs 1,070,000 
watts power, NBC plus se- 
lected ABC and CBS pro- 
gramming to more than 80,000 
tv households... an area with 
an effective buying power of 
a billion dollars. 


Call Everett-McKinney for full details. 


WINR- 


Member Gannett Radio-TV Group 


Affiliated with WINR-AM and The 
Binghamton Press 
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News (Continued jrom page 48) 
10th to seventh, and Chesterfield. 
which leaped from 18th to ninth. 

Only two of the commercials listed 
this month had not appeared on the 
January survey. Newport, in the 14th 
slot, had not made the list since last 
September, and Stag beer, placing 
16th, last showed up on the survey in 
November. 

Burgermeister beer dropped off the 
chart this time after a record of 12 
successive months as a_ contender. 

Drops in popularity included Post 
cereals, slipping from fifth to eleventh; 
Campbell soups, from seventh to 11th, 
and Chevrolet, sliding from ninth to 
13th. 

The ARB best-liked commercial 
survey is based on the monthly ARB 
TV-National. Results were tabulated 
from diaries placed for the week of 
Feb. 2-8, in which each diarykeeper 
noted his favorite commercial for the 
survey week, 


Best-Liked Tv Commercials 


Based on ARB’s National Diary Sample, 
Feb. 2-8, 1959 
Rank Commercial and Agency 
1. Piel—Young & Rubicam 
. Maypo—Bryan Houston 
. Hamm—Campbell-Mithun 
Alka-Seltzer—Geoffrey Wade 
. Dodge—Grant 
. Winston—Wnm. Esty 
. Ford—J. Walter Thompson 
. Seven-Up—J. Walter Thompson 
9. Chesterfield—McCann-Erickson 
9. Lestoil—Jackson Associates 
11. Campbell—BBDO 
11. Post—Benton & Bowles 
13. Chevrolet-—Campbell-Ewald 
14. Newport—Lennen & Newell 
15. Wilkins—M. Belmont Ver Standig 
16. L&M—Dancer-Fitzgerald-Sample 
16. Stag—Edward H. Weiss 


SCN NS ON 


Television Sells Shirts 


“In spite of an industry-wide reduc- 
tion in prices of wash-and-wear shirts, 
we have maintained our price, and 
sales for the past six months are ahead 
of the comparable period last year,” 
says Robert L. Leeds Jr., marketing 
vice president of Manhattan Shirt Co. 

The statement explains in part Man- 
hattan’s return to network television. 
Last fall the company made its first 
investment in network tv when it spon- 
sored ABC-TV’s The Sammy Kaye 
Show (Saturdays, 10-10:30 p.m.). 
The sponsorship paid off in heavy pre- 


Christmas sales, and this spring the 
company will return to that network 
with the same show for a heavy pre- 
Father’s Day sales push. 

Tv played an important role in 
Manhattan’s sales success this winter, 
says Mr. Leeds, “and we feel we have 
something (no-iron products) which 
lends itself to television promotion.” 

Customers buying shirts showed a 
high recognition of “molecular mem- 
ory, (connecting links quickly 
smooth the molecules back to their 
original positions without ironing), 
and this can be attributed only to 
Kaye show, since Manhattan’s con- 
sumer advertising was concentrated 
entirely in this program, Mr. Leeds 
reports. 

In addition, a special Trendex sur- 
vey showed that viewers closely iden- 
tified Sammy Kaye with the Man- 
hattan Shirt Co. Of the viewers inter- 
viewed, 61.4 per cent correctly iden- 
tified the personality with the sponsor. 

The Sammy Kaye Show is a Law- 
rence White production. Mr. White 
is executive producer, George T. 
Simon is associate producer-writer, 
and Cort Steen is director. Agency for 
Manhattan Shirt is Doner & Peck, Inc. 





ELECTRONICS PRIMER 

Electronics for Everyone, by Mon- 
roe Upton. Second revised edition. 
The Devin-Adair Co., New York. 386 
pp- $6.95. 

If you are one of the millions who 
have never been able to understand 
what makes the radio play or what 
makes the picture on the television 
picture tube, this is the book for you. 
In it Monroe Upton has attempted to 
explain in simple, lay language how 
the great discoveries of electronics 
were made, and how, today, they have 
been applied to make possible such 
things as radio, radar, loran, high- 
fidelity phonographs, black-and-white 
and color television, x-ray, etc. 

Mr. Upton explains that he has 
tried to write the book for everybody 
—students, intelligent oldsters and ex- 
perts in electronics. He adds what al- 
most seems to be a more important 
point: “I have tried to write a book 
that would be fun to read.” In this, 
as in his primary purpose, he seems to 
have succeeded admirably. 
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Tales of Texas 
Rangers 
Sweets Co. 


Shirley 


Name That 
une 
Whitehall 





‘Tempte 
Storybook 
Breck 
(every 3d wk) 


Polka Go 
Round 


Restless Gun 
P&G 


Sterling Drug 





Bold Journey 
Ralston 


Father Knows 
Best 


Lever 
Scott 


Tales of 
Wells Fargo 
American 
Tobaceo 
Buick 





Voice of 
Firestone 
Firestone 


Danny 
Thomas Show 
Gen, Foods 





Alcoa/Good- 





year Theatre 
Alcoa 
Goodyear 


Naked City 
Brown & 


Williamson 


Red Skelton 


iS. C. Johnson 





The 
Millionaire 
Colgate- 
Palmolive 


I've Got A 


Kraft Music 
Hall 
Kraft 


Yaney 
Derringer 


8. C. Johnson 


Zane Grey 


Theatre 


Bat Masterson 
Kraft-Sealtest 


Rough Riders 
Lorillard 


Secret 
IR. J, Reynolds 
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John Daly & 
News 
Lorillard 








Nighttime Index 


Accused ABC W 9:39 
Adventures of Rin Tin Tin ABC F 
7:30 

Alcoa Presents ABC Tu 10 

Alcoa& Goodyear Theatre NBC M 9:30 

Alfred Hitchcock Presents CBS Sun 

9:30 

Ann Sothern CBS M 9 

Armstrong Circle Theatre CBS W 10 

Arthur Godfrey Show CBS Tu 9 

Arthur Murray Party NBC M 10 

Bachelor Father CBS Sun 7:30 

Bat Masterson NBC W 9:30 

Behind Closed Doors NBC Th 9 

Black Saddle NBC Sat 9 

Beb Cummings Show NBC Tu 9:30 
R. J. Reynolds, Hazel Bishop, 
Bulova 

Bold Journey ABC M 8:30 

Buckskin NBC M 7:30 

The Californians NBC Tu 9 


Arthur 
Murray Party 


| 
P. Lorillard (Alcoa Presents | 
Pharma- Alcoa 


2 | 2 
John Daly & 
News | 


Lorillard 


ceuticals 








Cavalcade of Sports NBC F 10 
— eens Reporting NBC Sun 


The 7 Show NBC Sun 9 
Cheyenne ABC alt Tu 7:30 
Johnson & Johnson, Brylcreem, 


Armour 
Colt .45 ABC Sun 9 
Harold Ritchie, Amer. Home Prods, 
Colgate-Palmolive, Beechnut 
Cimarron City NEC Sat 9:30 
Mennen Co., P&G, Absorbine Jr.. 
Bulova, Helene Curtis, Consoli- 


dated Cigars 
The D.A.’s Man NBC Sat 10:30 
Danny Thomas Show CBS M 9 
David Niven Show NBC 
Deadline For Action AB 
December Bride CBS 
Desilu Playhouse =. 
Dick Clark Show ABC Sat 
ABC W 
Tu7 


Tu 1 
ABC Sun 9:30 
Th 8 
M 


0 
un 
10 
7:30 


Reed 
Dragnet NBC :30 


. = 


Wednesday 


Night Fights | Armstrong 


“Mites "Cork alt 
Brown & | © & See 


8. Steal 





The Ed Sullivan Show CBS Sun 8 

Ellery Queen NBC F 8 
Absorbine Jr., 
P&G, RCA 

Father Knows Best CBS M 8:30 

The Gale Storm Show CBS Sat 9 

Garry Moore Show CBS Tu 10 
Revion, Kellogg, PPG 

G. E. Theatre CBS Sun 9 

George Burns Show NBC Tu 9 (un- 


Helene Curtis, 


Have Gun, Will Travel CBS Sat 9:30 
1 Love Lucy CBS Th 7:30 

I’ve Got A Secret CBS W 9:30 

Jack Benny CBS Sun 7:30 

Jefferson Drum NBC Th 7:30 

Jimmy Rodgers Show NBC Tu 8:30 
- ae oon Se oe ee 


jenn’ v. S.A. ABC Sat 8 
Greyhound, Carter Products, Hills 
Bros., Williamson Dickie, Massey- 


Armstrong 
| Circle Theatre 


John Daly & 
Nows 
Lorillard 





Ferguson 
Keep Talking CBS W 8 
Kraft Music Hall NBC W 9 
Lassie CBS Sun 7 
Lawless Years NBC Th 8 
Lawman ABC Sun 8:30 
Dodge Dancing 


Markham CBS Sat 10:30 (st. 4/25) 
asquerade Party NBC Th 10:30 


Tu 
Name That Tune CBS uM 7:30 
NBC News NBC M-F 6:45 
Bulors, Carter, Metholatum, 
Texaco, R. J. Reynolds, Kemper, 





The Oldsmo- 
bile Theatre 
Oldsmobile 


Behind Closed | Tombstone 
ad Territory 


Lipton 
Philip Morris 


John Daly & 
News 





Sterling Drug, Greyhound, N 
Telco 

News ABC M-F 7:15 

News CBS M-F 6:45; 7:15 
Whitehall, Parliament, DuPont 
Gen, Foods, Carter, Equitab 
Florida Citrus 

Northwest Passage NBC F 7:30 

The Oldsmobile Theatre NBC 

8:30 

Ozzie & Harriet ABC W 8:30 

Pat Boone ABC Th 9 

People Are Funny NBC Sat 

Perry Come Show NBC Sat 8 
American Dairy, Noxzema, 
Kimberly Clark, Sunbeam, Che 
— Ejigin, Polaroid, 

Maybelline 

The , + Mason Show CBS Sat 74 
Parliament, Sterling Drug, H. 
Moores, Gulf Oi) (east), Hamat] 
Beer (west), Colgate, Van B 

Person To Person CBS F 10:30 


7:30 





Notes: Participating programs and other programs having more than two spon- 
sors, names of sponsors appear with alphabetical listing below chart. 

CBS-TV Specials—4/10 9-10 p.m. Swing Inte Spring The Texas Co.; 4/13 10-11 
p.m. Lucille Ball-Desi Arnez Show Westinghouse; 4/24 9:30-10:30 pm. The Gene 
Kelly Show Pontiac; 4/26 9-11 pm. Meet Me In St. Louis Westclox, Philco. 


NBC-TV Specials—4/9 8-9 p.m. Beli Telephone Hour AT&T; 4/15 9-10 p.m. 
Bob Hope Show Buick; 4/28 9:30-11 p.m. Hallmark Haii of Fame Hallmark Cards 
Inc.; 5/3 8-9 p.m. Dean Martin Show Timex; 5/3 10-11 p.m, Sid Caesar Hour 
Rexall; 5/6 10-11:30 pm. Emmy Awards Procter & Gamble, 5/22 10-11 
p.m. The Bob Hope Show Buick. 


Timex ; 


FRIDAY 
ABC 


—— 


SATURDAY 
ABC 


SUNDAY 


ces NBC ABC 


css NBC 








Meet the Press | Small World 
sus Olin 
Matthieson 





nr: SES nes 


—~——_+—_——_ 


Twentieth 
Century 
Prudential 


Chet Huntley 
Reporting 





+— 


You Asked 


Lassie 
For it 


Campvell 
Soup 


London 
Sterling Drug 


—————e Eee 
| 


Your Hit | | 
Dick Clark 
Show 


—$—$$_______—4 


Bachelor 
Father alt 
Jack Benny 
American 

Tobacco 


People Are 
Funny 
R. J. Reynolds 
Toni 


Adventures of Parade 
Rin Tin Tin American 
Nabisco Beechnut 


|_ The Perry 
| Mason Show 


Maverick Steve Allen 
——~Kulser— Be mee “Show 
Drackett 


The Ed 
Sullivan Show 
tye —h———— -Treem- — = 


Mercury 
Fastman- 
Kodak 


Wanted— 
Dead or Alive 
Bristol-Myers 

Brown & 

W’mson 


Pete Kelly's 
Blues 
Liggett & 
Myers 


Lawman 
MR. J. Reynolds 
Gen. Mills 


SE 


—__ | 
Black Saddle 


Tombstone 
erritory Colgate- 


T 


Phil Silvers 
Show 


M Squad 
American 


The Gale 
Storm Show G 1 
R. J. Reynolds Tobacco Lever Palmolive enc 

Schick Bulova Lawrence Nestle LaM initia 
+ + | Welk’s Dodge — — ___—_—_—____+—— + "sew 
Lux Playhouse =~ y Chevrolet 
Lever alt 
Schlitz 
Playhouse 
Schlitz 


G, E. Theatre 


Lipton Colt .45 
Philip Morris 


Have Gun, 
Will Travel 
Lever 
Whitehall 
——+—Gimarren — 
City 


Alfred 
The Thin Man Hitchcock 
Presents 


Bristol-Myers 


Colgate- 
Palmolive 


Sammy Kaye Gunsmoke Action 
eo Richard 
Diamond 


P. Lorillard 


Loretta Young 
Presents 
D&M 


Cavalcade of 
Sports 
Gillette 


Remington 
Rand 


Manhattan 
Shirt 


John Daly & 
News What's 
Lorillard My Line 
Sunbeam 
Kellogg 


The D.A.’s 
Man 
L&M 


Markham 
(st. 4/25) 
Schlitz 


Meet McGraw 
Alberto-Culver 


Sunday News 
Special 
Whitehall 
Carter 














Sterling Drug, Greyhound, No- 
Telco 


News ABC M-F 7:15 

News CBS M-F 6:45; 7:15 
Whitehall, Parliament, 
Gen. Foods, Carter, Equitable, 
Florida Citrus 

Northwest Pa: NBC F 7:30 

The Oldsmobile Theatre NBC Th 


Ozzie & a 

Pat Boone ABC Th 

People Are Funny NEC Sat 7:30 
Sat 8 


DuPont, 


strand, Ejigin, Polaroid, 
pool, Maybelline 
The Perry Mason Show CBS Sat 7:30 
Parliament, Sterling Drug, H. C. 
Moores, Gulf Oil (east), Hamm's 
Beer (west), Colgate, Van Heusen 
Person To Person CBS F 10:30 


Whirl- 


Pete Kelly's Blues ae Sun 8:30 
M9 


Phillies Jackpot Bowling NBC F 10:45 
Playhouse 90 CBS Th 9:30 
Kimberly-Clark, American Gas 
Assn., Elgin National Watch, 
oo, Curtis, All State In- 
R. J. Reynolds 
Plymouth § Show with Lawrence Welk 
ABC W 7:30 
Polka Go Round ABC M 8 
The Price Is Right NBC W 8:30 
Rawhide CBS F 8 
Gulf Oil, Allied Vans, 
Pharmaceuticals 
Real McCoys ABC Th 8:30 
Red Skelton Show CBS Tu 9:30 
Restless Gun NBC M 8 
Richard Diamond CBS Sun 10 
Rifleman ABC Tu 9 
Miles, Ralston, P&G 
Rough Riders ABC Th 9:30 


Lever, 


Saber of London NBC Sun 7 

Sammy Kaye Show ABC Sat 10 

Schlitz Playhouse CBS F 9:30 

77 Sunset Strip ABC F 9:30 
American Chicle, Carter Prods., 
Whitehall, Brycreem 


Shirley Stemple Storybook ABC every 


3rd J 
Small World CBS Sun 6 
Steve Allen Show NBC Sun 
DuPont, Hazel Bishop, 
of Omaha, RCA 
Steve Canyon NBC Tu 8 
Sugarfoot ABC alt Tu 7:30 
American Chicle, R. J. Reynolds 
Sunday News Special CBS Sun 11 
Tales Of Texas Rangers ABC M 7:30 
Tales of Wells Fargo NBC M 8:30 
Tennessee Ernie Ford Show NBC Th 
9:30 
The Texan CBS M 8 
The Thin Man NBC F 9:30 
This Is Your Life NBC W 10 


7:30 
Mutual 


To Tell the Truth CBS Tu 8:30 
Tombstone Territory ABC F 
Top Pro Golf ABC M 9:30 
Trackdown CBS W 8:30 
Twentieth Century CBS Sun 
U_ S. Steel Hour CBS W 10 
Voice Of Firestone ABC M 9 
Wagon Train NBC W 7:30 
Ford, National Biscuit, 
Reynolds 
Walt Disney Presents ABC F 8 
Quaker, Reynolds, Hills 
Hudson Pulp & Paper 
Wanted—Dead or Alive CBS Sat 8:30 
Wednesday Night Fights ABC W 10 
What's My Line CBS Sun 10:30 
Wyatt Earp ABC Tu 8:30 
Yancy Derringer CBS Th 8:30 
You Asked For It ABC Sun 7 
You Bet Your Life NBC Th 10 
Your Hit Parade CRS F 7:30 
Zane Grey Theatre CBS Th 
Zorro ABC Th 8 


R. J. 


Bros., 


9 





in the NEW PITTSBURGH 


Take TAE and See 


research proves 


WTAE is the “hot” buy 


BIG TELEVISION IN PITTSBURGH | 
CHANNEL 
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Television Age Network Program Chart—Daytime 


Daytime Index 


Adventure Time ABC Tu, Th 5:30 
Adventures of Robin Hood CBS Sat 
11:30 

American Bandstand ABC M-F 4 

As The World Turns CBS M-F 1:30 
Procter & Gamble, Carnation, 
Sterling, Miles, Quaker Oats, 
Pillsbury, Swift 

Beat the Clock ABC M-F 3 

The Big Payoff CBS M, W, F 3 

Bishop Pike ABC Sun 12 

The Brighter Day CBS M-F 4 

Buddy Deane Show ABC M-F 

Captain Kangaroo CBS Sat 9 


MONDAY-FRIDAY 
ABC cBSsS 


SATURDAY 


ABC CBS 


SUNDAY 
ABC 
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Treasure 
Hunt 





Godfrey Time 





| alee BTA 
| 
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| The Price is 
Right 





Top Dollar 
Colgate 


| Concentration 





Tie Tac 


Love of Life Dough 


Search For | 
Tomorrow | It Could Be 
P&G You 
| 


|The Guiding 
| Light 


Buddy Deane 
Show 
part 


Music Bingo 
rt 


| 
pa | 
| 








College News ABC Sun 1 

Concentration NBC M-F 11:30 
Alberto-Culver, Lever, Armour, 
Frigidaire, Heinz, Miles, Nabisco, 
Nestle, Whitehall, Bauer & 
Black, Ponds, Gold Seal 

County Fair NBC M-F 4:30 
Sterling, Lever, Kleinert, Gen. 
Mills, Frigidaire, Heinz, B.E.L., 
Dixie Cup, Gold Seal 

Day in Court ABC M-F 2 

Detective’s Diary NBC Sat 12:30 

Dough-Re-Mi NBC M-F 10 

The Edge of Night CBS M-F 4:30 
P&G, 8S. C. Johnson, General 
Foods, Sterling Drug, Miles, At- 


Captain 
Kangaroo 
Dart 


Mighty Mouse Ruff & Reddy 
Playhouse 

Gen. Foods 
Colgate- 

“Palmolive 


Heckle & 
Jeckle 
Swift 

Gen. Mills 


Circus Boy 
Mars alt 


Adventures of | 
Robin Hood 
Colgate- 
Palmolive 


True Story 
Sterling 


Detective’s 
Diary 
Sterling 


lantis, Pet Milk, Pillsbury, White- 
hall 


From These Roots NBC M-F 3:30 
Fury NBC Sat 11 
Gale Storm ABC M-F 2:30 
G.E. College Bow! CBS Sun 5 
Godfrey Time CBS M-F 10:30 
Standard Brands, Libby, Hoover, 
Glamorene, Supphose, General 
Mills, General Foods, U. S. Steel 
The Guiding Light CBS M-F 12:45 
Haggis Baggis NBC M-F 2:30 
Heckle & Jeckle CBS Sat 11 
House Party CBS M-F 2:30 
Lever, Standard Brands, Chicken 
of the Sea, Swift, Kellogg, Toni, 





Bishop Pike 


John Hopkins 
File 7 


College News 





Atlantis, Carnation, Pillsbury, 
A. E, Staley, Swift Derby 
Howdy Doody NBC Sat 10 
| Love Lucy CBS M-F 11 
Lever, Gen, Foods, Gerber, Block 
Drug, Scott, S. C, Johnson, Dow 
Chemical, Kodak 
it Could Be You NBC M-F 12:30 
Whitehall, Ponds, P&G, Alberto- 
Culver, Armour, Nestle, White- 
hall, Corn Products, Brillo, Na- 
bisco, Miles, Standard Brands 
Jimmy Dean Show CBS M-F 2 
8S. C. Johnson, Lever, Gen. Foods, 
Toni, Libby, Miles, Gerber, Sup- 
phose, Armstrong, Brown & 


sbury, 


Block 
, Dow 


0 

lberto- 
White- 
, Na- 
grands 


Foods, 
. Sup- 
n & 


MONDAY-FRIDAY 
ABC cBS 


SATURDAY 


SUNDAY 
ABC 








Day in Court | jimmy Dean 
Show 





Gale Storm 
Dart 


Beat The 
Clock 
part 


Who Do You 
Trust 


The Verdict 


American 
Bandstand 


The Big 
Payoff 


Pro Hockey 
Contest 
Carter 


Warmup 








Queen for a 
Day 








Dr. Malone 








From These 
Roots 








| The Edge of 
Night 


Adventure 
Time T, Th | 
Mickey Mouse 

M,W,F | 

part 





Wm’'son, Chicken of the Sea, Gen. 
Mills 
John Hopkins File 7 ABC Sun 12:30 
Leo Durocher’s Warmup NBC Sun 
1:45 


The Lone Ranger ABC Sun 5:30 
Cracker Jacks, Gen, Mills, Fritos 

The Lone Ranger CBS Sat 5:30 

Love of Life CBS M-F 12 
American Home Prods, Block 
Drug, Toni, Dow Chemical, Lever, 
Scott, Quaker Oats, Atlantis, 
Gen. Mills 

Major League Baseball NBC Sun 1:55 

Mickey Mouse ABC M, W, F 5:30 


County Fair 








The Lone 
Ranger 
Nestle 

Gen, Mills 











Mighty Mouse Playhouse CBS Sat 
10:30 

Music Bingo ABC M-F 1 

Omnibus NBC alt Sun 5 

Open Hearing ABC Sun 3 

Original Amateur Hour CBS Sun 5:30 

Paul Winchell Show ABC Sun 5 

The Price is Right NBC M-F 11 
Ponds, Lever, Sterling Drug, 
Whitehall, Sunshine, Standard 
Brands, Frigidaire, Heinz, Dixie 
Cup, Alberto-Culver, E.E.I., 
Miles, Corn Prods, Gen. Mills 

Pro Hockey Contest CBS Sat 1:45 

Queen for a Day NBC M-F 2 


Majer League 
Baseball 
Bayuk 
Anheuser- 
Busch 





Paul Winchell | 
onan oe, Soe 
Hartz Mtn. 


| ow! 
Gen, Electric 
Prods, | “*™ 


+ 


| Original 

Lone Ranger | Amateur Hour 
Pharma- 
ceuticals 








Alberto-Culver, Kleinert, Miles, 


Nab 
Ruff & Reddy NBC Sat 10:30 
Borden, Mars, Gen. Foods 


The Secret Storm CBS M-F 4:15 
American Home Prods, Quaker 
Oats, Gen. Mills, Scott 

Tic Tac Dough NBC M-F 12 
Gold Seal, Ponds, P&G, Stand- 
ard Brands, Heinz, Alberto-Cul- 
ver, Gen, Mills, Sunshine 

Top Dollar CBS M-F 11:30 

Treasure Hunt NBC M-F 10:30 
P&G, Lever, Gold Seal, Alberto- 
Culver, Frigidaire, Armour, 





Omnibus 
alt wks 
sus 


Brillo, Corn Products, Heinz, 
Gen. Mills, Sterling, Whitehall 

True Story NBC Sat 12 

Truth or Consequences NBC M-F 4 
Ponds, Sterling, P&G, Standard 
Brands, Corn Prods, Alberto-Cul 
ver, Whitehall 

Uncle Al Show ABC Sat 11 

The Verdict is Yours CBS M-F 3:30 
Standard Brands, American Home 
Prods, Lever, Carnation, Swift, 
Gen. Mills, Toni, 8. C. Johnson, 
Quaker Oats, Sterling Drug, Scott, 
Libby, Atlantis 

Who Do You Trust ABC M-F 3:30 

Young Or, Malone NBC M-F 3 








Interview: Gack 


Sullivan, Stauffer, Colwell & Bayles, Inc. Timebuyer, Jack Canning, 
tells why he selects WLW TV-Radio Stations for PALL MALL Cigarettes. 








-TWENTY™| 


“Sure, | buy time 
for PALL MALL Famous 
Cigarettes on the Crosley 


FAMOUS CIGARETTES : 
Stations because their 


to oe 
gees) 


commercials farther 
into smooth pleasure 


audience filters 
for advertisers.” 
a "Oc Signo wines 


“WHEREVER PARTICULAR 
PEOPLE CONGREGATE™ 





“Yes, WLW Television and Radio 

Stations really pack in a full house of 
viewers across the Midwest and into the 
South for sponsor's sure-fire sales success.” 


“Outstanding—and that's 
putting it mildly!”’ 


Call your WLW Stations Representative . . . you'll be glad you did! 


Television Television 
Dayton Atlanta Tatelt-tar-] ele ty 





Network Affiliations: NBC; ABC; MBS + Sales Offices: New York, Cincinnati, Chicago, Cleveland « Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas........ Crosley Broadcasting Corporation, a division of Avco 
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TELEVISION AGE 


he importance of research in de- 
Woamuinen when and where spot 
television should be used is pointed 
up in the current buying activity out 
of Smith-Greenland Co., New York, 
for Melnor Industries’ lawn sprinkler. 
The campaign involves some 27 mar- 
kets and an expenditure reported at 
$500,000. 

“We made a thorough study of 
the situation,” said Pete Weinberg, 
agency executive on the Melnor ac- 
count. “Market selection was based 
primarily on the percentage of de- 
tached dwelling units in each. These 
represent homes with lawns in most 
instances, and hence are likely pros- 
pects. Our selection of 27 markets 
across the country reaches better than 
50 per cent of all such units in the 
U. S. 

“Once the market list was worked 
out, we narrowed the spot placement 
down to the latter part of the week, 
in and around programs with an ap- 
peal to men. If you've ever been in a 
hardware store on Saturday, you know 
that’s the day that home-and-garden 
equipment is really sold. Most buyers 
are men, so we ruled out any daytime 
spot. 

“It was decided that 13-week sched- 
ules would be more effective than 
shorter, heavier placements. A two- 
week saturation schedule might go on 
during two weeks of rain when no one 
is thinking of buying lawn sprinklers. 


APRIL 6, 1959 


a review of 
current activity 
in national 
spot tv 


As to starting dates for the campaign, 
we checked weather variations and are 
beginning each market at the most 
opportune time. 

“Finally, we ran comparison tests, 
with newspaper ads run against the 
tv commercials, and found the films 
much more effective. The Melnor 
sprinkler has a unique oscillating ac- 
tion which attracts customers by itself, 
and the Terrytoon animation just 
couldn't be shown in any other 
medium with equally satisfactory re- 
sults.” 

* % * 

While the over-all status of spot 

activity continues good, one of the in- 


dustries helping to keep it that way 





In Chicago, Jack Page was appointed 
vice president in charge of all tv 
activities at O’Grady-Andersen-Gray, 
Inc., and also will continue to head 
the agency's local market operations 
group. 





REPORT 


is the toy business. In previous years, 
toys-in-tv has been primarily a sea- 
sonal affair, with most manufacturers 
adding schedules in October and 
November in preparation for Christ- 
mas. 

“We've found that in order to insure 
good availabilities for next winter,” 
said David Straus of Ovesey & Straus, 
Inc., New York, “it’s best to keep 
schedules running through the spring, 
summer and fall. Fortunately, our 
client — Kilgore, Inc. — has enough 
new toy items to promote continuous- 
ly. Cap pistols and gun items, how- 
ever, are a Kilgore mainstay, and the 
field is pretty competitive. By lining 
up our programs now, we can avoid 
conflicts with other manufacturers 
next Christmas.” 

This kind of thinking is becoming 
prevalent on the part of many major 
toy manufacturers. In addition to the 
long-term schedules they're placing, 
“quickie” schedules set by toymakers 
with a “hot” novelty are creating a 
tight situation in the kid-show field. 


BLOCK DRUG CO. 
(Grey Adv., Inc., N. Y.) 


Starting about issue date, six-week 
placements of nighttime minutes kick off in 
25-30 top markets for POLIDENT dental 
cleaner. Allen Reed is the timebuyer. 


BON AMI CO. 
(Cole, Fischer & Rogow, Inc., N. Y.) 


The “most extensive” campaign in BON 
AMIs history kicked off late last month in 
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says Jim Allen, Sales Manager 


WBZ-I 


BOSTON 


The POPEYE tidal wave has hit 
Boston and swamped the competi- 
tion. “POPEYE’S an absolute 
knockout,” writes WBZ-TV Sales 
Manager, Jim Allen. 





‘“‘Wherever we place him, 
POPEYE carries off top rating 
honors and builds strong 
audience following. We run 
POPEYE daily at 5 P.M., Sun- 
day evening at 6 P.M., and six 
days per week on our Big 
Brother show. His ratings are 
more than 50% higher than 
even such network standouts 
as American Bandstand.” 


WBZ-TV proves there’s no such 
thing as ‘‘over-exposure’”’ for 
POPEYE. Many stations have 
been running him for years with 
complete sponsor sell-outs. 


Why not cut your station a big 
slice of top-ratings and sponsor 
backing with reliable, irresistible 
POPEYE? 























e & e 
UNITED ARTISTS ASSOCIATED, inc. 


NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 

LOS ANGELES, 9110 Sunset Blvd., CRestview 6-5886 






















































58 April 6, 1959, Television Age 








Buyer Profile ... . 


646 %Phe timebuyer must make it his 


business to know his product, 
his product market and type of dis- 
tribution first and foremost. This is 
particularly true for those buying time 
for products not having mass appeal 
nor mass distribution.” Fred Wuellner, 
media director at Krupnick & Asso- 
ciates, St. Louis, asserts that “it’s not 
surprising that the television rating 
systems have come under fire so much 
lately. As long as some timebuyers 
buy only ‘by the numbers,’ and some 
reps insist on selling in the same man- 
ner, there will continue to be criticism. 

“The science of media buying goes 
only so far, regardless of the medium. 
There comes a time when sound judg- 
ment based on experience and many 
other factors must take charge to de- 
cide what a recommendation or final 
buy will be.” 

Mr. Wuellner, at 28, gives all the 
media recommendations for all the 
agency's clients, as well as doing all 
the actual media buying at Krupnick. 

“A buyer,” he further maintains, 
“must be able to judge whether or not 
specific types of programming appeal 
to his market. Naturally, this necessi- 
tates a thorough knowledge of pro- 
gram content. 

“When dealing with participations 
or adjacencies, the only source for 


- - . n . 


FRED WUELLNER 





this program information is the rep, 
who should supply this type of infor- 
mation as a matter of procedure, not 
just upon request. There is nothing 
so aggravating as to be supplied with 
availabilities for participations with- 
out the slightest indication as to what 
the program content is; titles are all 
too often misleading.” 

Mr. Wuellner began his career as a 
radio announcer and then served as ty 
announcer and director at WRBL-TY 
Columbus, Ga., where he concentrated 
on directing and producing. He later 
joined WDAK-TV (now WTVM) Colum- 
bus until 1956, when he entered Krup- 
nick in his present capacity. A resi- 
dent of Crestwood, Mo., he’s married, 
the father of two boys, and pursues the 
hobby of gardening. 





top markets in a dozen northeastern states 
to promote the cleaner’s new package 

and formula. Some 154 spots weekly are 
running in metropolitan New York, with 
similar placements going elsewhere for 
eight-week schedules. Jack Dube handles 
the timebuying. 


BORDEN CO. 


(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 

As noted here Feb. 23, the new improved 
SUPER STARLAC is being introduced in 
top markets throughout the country, with 
13-week placements of daytime minutes 
used for the campaign. As each starting 
date is dependent on distribution in the 
market, a lot of variations occur. Many 
schedules began last month, but it’s 
probable that some will kick off throughout 
April as well. Lynn Salzberg is the 
timebuyer. 


BROCK CANDY CO. 
(Liller, Neal, Battle & Lindsey, Inc., 


New Orleans) 


The report here March 9 that this firm was 
planning a re-entry into spot after several 
years away from the medium is holding true. 


A number of southern markets are slated 
to get six-month runs of minutes and 

20's on about five-spots-per-week frequency. 
The end of this month is the starting date. 
Pamela Tabberer is the buying contact. 


CARLING BREWING CO. 
(Winius-Brandon Co., St. Louis) 


As with all of the agencies handling 
regional drives for this brewer’s BLACK 
LABEL and other brands, activity is fairly 
constant with spot schedules being renewed 
on a quarterly basis. Minutes, 20’s and ID's 
in night slots are used, with this agency 
buying in Colorado Springs, Denver, 
Pueblo, Champaign, Peoria, Fort Worth, 
Houston, Temple and Harlingen, Tex. 
Ty-radio director V. L. Morelock is the 
buying contact. 


CHERAMY Div. Houbigant Sales 
Corp. 

(Ellington & Co., Inc., N. Y.) 

APRIL SHOWERS, a cosmetic line of tale, 
cologne, etc., for teen-agers, is taking 
quarter-hour segments of “dance party” 
shows in some 20 markets to promote a 
“Miss April Showers” contest. The 
schedules will begin next week for 13 
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weeks. Live announcements will be 
delivered by local personalities. Dan Kane 
is the timebuyer. 


COLGATE-PALMOLIVE CO. 
(Norman, Craig & Kummel, Inc., 
N.Y.) 

Having obtained the account just about a 
year ago, NC&K is getting its second spot 
drive in the past few months under way for 
VEL powder just about issue date. 
Primarily daytime filmed minutes will be 
used along with a few nighttime spots. The 
six-to-eight-week schedules will run in 
about 35 major markets. Dolores Carbone is 
the timebuyer. 


COLORFORMS 
(Kudner Agency, Inc., N. Y.) 


As many of the toy manufacturers are doing, 
this firm is running schedules in selected 
markets now for various items, and will 
continue to add throughout the coming 
months in order to hold good positions in 
some 15 markets for the Christmas push. 
Filmed minutes are bought in kid shows 
featuring personalities. John Marsich is 
timebuyer at the recently appointed agency. 


CROWN ZELLERBACH CORP. 
(Cunningham & Walsh, Inc., 

San Francisco) 

\ 52-week placement for CHIFFON tissue 
was set on KNXT Los Angeles, with similar 
buys probably made in other western 
markets. About eight filmed minutes and 
20’s per week are scheduled. Media director 
Dick Clark is the contact. 


EBERHARD FABER PENCIL 
co. 


(Anderson & Cairns. Inc.. N. Y.) 


The renowned name in pencils and erasers 
is following the lead of other manufacturers 
and coming into the children’s coloring-set 
field. According to tv-radio director 

Victor Seydel, spot tv in kid shows will be a 













































Vax E. Buck, 
marketing for wRcA-TV-AM New York, 


director of sales and 


has been named WRCA-TV station man- 
ager, it has been announced by Wil- 
liam N. Davidson, president and gen- 
eral manager. Mr. Buck joined NBC 
in January 1953 as director of mer- 
chandising for the NBC-owned sta- 
tions and director of advertising-mer- 
chandising-promotion for WRCA-TV- 
aM. In March 1957 he was named di- 


rector of sales for the stations. 
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Program Profile . . . . 


Film; ABC-TV; 9:30-10:30 p.m. 
EST Fri. Opposite Lux Playhouse alt. 
Schlitz Playhouse and The Line-up 
CBS-TV ; The Thin Man and Caval- 
cade of Sports NBC-TV. On ABC-TV 
since Oct. 10, 1958. Carried on 118 
stations. Stars: Efrem Zimbalist Jr., 
Roger Smith, Edward Byrnes. 

Sponsors: American Chicle Co., 
Whitehall 
Laboratories Div. of American Home 
Products Corp., Harold F. Ritchie, 
Inc. 


Carter Products Ine.., 


American Chicle cumulative gross 
time billing for the show through De- 
cember 1958: $318,429; 1958 spot 
expenditures: $2,355,040. Ted Bates, 
agency. Paul Reardon, timebuyer. 
(American Chicle also participates in 
Adventures of Jim Bowie and Sugar- 
foot, both ABC-TV). 

Carter Products cumulative gross 
time billing for the show through De- 
cember 1958: $157,446; 1958 spot 
expenditure: $5,202,300. Ted Bates, 
agency. Greg Sullivan, timebuyer. 
(Carter also participates in—on ABC- 
TV: American Bandstand, Country 
Music Jubilee; on CBS-TV: Baseball 
Preview, Doug Edwards with the 
News, Sunday News Special, To Tell 
the Truth; on NBC-TV; NBC News, 
The Restless Gun, USGA Nat'l Open 
Golf). 

American Home Products cumula- 
tive gross time billing for the show 
through December 1958: $317.365: 
1958 spot expenditure: $7,275,680. 
Ted Bates, agency. Nat Gayster, time- 
buyer. (American Home also _par- 
on ABC-TV: ABC day- 
time programming, American Band- 
stand, Colt 45, Country Music Jubi- 
lee, John Daly and the News, Jubilee 


ticipates in 





77 SUNSET STRIP 





U.S.A.. Navy Log, Sugarfoot; on 
CBS-TV: Arthur Godfrey Time, As 
the World Turns, Baseball Preview, 
Doug Edwards with the News, Edge 
of Night, Have Gun, Will Travel, Love 
of Life, Name that Tune, Pursuit, The 
Secret Storm, Sunday News Special; 
on NBC-TV: Behind Closed Doors, 
Concentration, It Could Be You, NBC 
News, The People’s Choice, T he Price 
is Right, Queen for a Day, Treasure 
Hunt, Truth or Consequences). 

Harold F. Ritchie cumulative gross 
time billing for the show through De- 
cember 1958: $157,694; 1958 spot 
expenditure: $1,470,100. Kenyon & 
Eckhardt, agency. Dick Trea, media 
supervisor; “Tim” Timberman; ac- 
count executive; John Hughes, time- 
buyer. (Ritchie also participates in 
Cheyenne, ABC-TV.) 

Production: Warner Bros., pro- 
ducer; Howie Horwitz, producer; 
William T. Orr, executive producer. 

Format: Detective stories in aura 
of international mystery and intrigue. 

Ratings: Nielsen (second Febru- 
ary): total audience, 29.0; share of 


audience, 37.9. Leads time period. 








primary medium, but plans as to scope of 
the initial schedules will not be finalized for 
a few weeks. 


42 PRODUCTS CO. 
(Cole, Fischer & Rogow, Inc., L. A.) 


As noted here last Dec. 15, this firm 
intended to go into spot early this year in 

a small group of western markets. The word 
now is that 42 SHAMPOO is currently 

on nine stations in major areas in 
California and Arizona, with additions 
expected. Filmed minutes featuring an 
animated character are running in day and 
night slots. Media director Jackie 

Molinaro is the contact. 





FRENCHETTE CO. 

Div. Carter Products, Ine. 
(Cohen & Aleshire, Inc., N. Y.) 
Schedules have just gotten under way for 
FRENCHETTE salad dressing. with about 
the same 30-40 markets used in the past 
running minutes, 20’s and ID’s for the next 
six weeks. Manny Klein is the timebuyer. 


GENERAL ELECTRIC CO. 
(Young & Rubicam, Inc., N. Y.) 


With hot weather just around the corner, 
GE is setting its schedules for air- 
conditioners. About 15-20 markets, largely 
in the southern and western areas of the 
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country, will get filmed minutes for 
five-to-eight-week runs. Market selection is 
influenced by local distributor’s media 
preferences, but southern markets—which 
start first because of heat—were pretty well 
decided on at press time. Films are slotted 
near weather shows and allow for local 
dealer cut-in. All schedules will have run 
by end of July. Arthur Meagher is the 
timebuyer. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 
Reports have it that TANG returns next 
week with schedules throughout the south 
and western areas of the country. Filmed 
minutes and 20’s in early-evening and 
late-night periods will run every other week 
during an eight-week period in southern 
markets, and during a 12-week period out 
west. Jim Scala is the timebuyer. 


G. H. P. CIGAR CO., INC. 
(Compton Adv., Inc., N. Y.) 

Late last month, EL PRODUCTO cigars 
got schedules under way in a small group 

of top markets, with minutes set in 
nighttime news and sports programs. The 
spots should continue through mid-June. 
Chiz Craster and assistant George Newi 
handle the buying. 


GLAMORENE, INC. 

(Jules Power Productions, Inc., N.Y.) 
Having dropped the Garfield-Linn agency 
affiliation, GLAMORENE is now handled 
solely through the Power company and has 
set schedules to begin next week in the 

top 15 markets. Day and night minutes and 
20's will run for 13 weeks. Dan Wilson 

is the timebuyer. 


GOOD HUMOR CORP. 


(MacManus, John & Adams, Inc.., 


Se 
At press time, the agency was just beginning 
to formulate plans for this ice-cream 


Personals 


JOHN HUGHES, formerly time- 
buyer at Warwick & Legler, New York, 
has joined Kenyon & Eckhardt, that 
city, as broadcast buyer. He'll be buy- 
ing on Pepsi-Cola and Harold F. 
Ritchie. Replacing him at W&L is 
JIM KEARNS (see Personals March 
23). 

TOMMIE DEANS has been appoint- 
ed media manager of the Toronto office 
of Batten, Barton, Durstine & Osborn. 

LEW GROUNDS has left Tracy- 
Locke, Dallas, to join Couchman Ad- 
vertising, same city, as timebuyer. He 
replaces MITCH LEWIS, who has re- 
signed to enter the publicity field. 

HARRY BILLERBECK, a_ vice 
president and media director at H. B. 
Humphrey, Alley & Richards, which 
recently merged with Reach, McClin- 
ton, New York, has left the agency. 

HELEN SANFORD who had been 
media director for Tracy-Locke, 
Houston for eight years has joined 
Clay Stephenson Assoc. where she 
will serve in the same capacity. 
LAWRENCE KELLY will be asso- 
ciate media director of the newly 
formed agency. 





company’s seasonal drive. The campaign 
should be similar to last year’s, which got 
under way in about four markets late 

in April. Kid programs will most likely be 
used, as before. Ted Czuy is the timebuyer. 


GREYSHAW OF GEORGIA 
(Lee-Stockman, Inc., N. Y.) 
The manufacturer of TOWN & COUNTRY 


building blocks and children’s toys was 
reported readying its plans for the year at 
press time, with several new “hot” items 
slated for promotion. Details were not 
complete, but the campaign should be 
similar to last year’s, in which about 20 



































in the Beaumont-Port 
Arthur-Orange market. It’s 
88th* in the Nation, 4th* in 
Texas in service station 
sales. And KFDM-TV 
covers this entire market of 
prosperous Texas drivers. 


For gasoline sales, buy 


KFDM-TV 


KF DM 


BEAUMONT 
PORT ARTHUR 


ae See PETERS-GRIFFIN-WOODWARD, INC. 


*S. M. Survey of Buying Power, 1958 





markets were picked up throughout the 
summer and fall in preparation for the 
Christmas drive. Minutes in kid shows are 
used. E. Louis Figenwald, v. p. in charge of 
tv, is the contact. 


GULF OIL CO. 
(Young & Rubicam, Inc., N.Y.) 


The GULF schedules are returning this 
month, starting about issue date in the same 
50-or-so markets used regularly. Nighttime 
minutes and 20's will run for about five 
weeks in a spring-driving campaign. 

Frank Grady handles the timebuying, with 
John Warner assisting. 


































ORANGE 
















{pril 6, 1959, Television Age 6] 











































HASSENFELD BROS., INC. 
(Grey Adv., Inc., N. Y.) 


This toymaker has used some schedules in 
the past for its HASBRO games and now is 
coming in strong with a campaign for 

its miniature ice-cream maker. Brief 
placements of daytime minutes in kid shows 
will start early next month in 10 selected 
markets. Filmed commercials demonstrate 
the ice-cream-in-a-minute ability of the toy. 
Mal Ochs is the timebuyer. 


KILGORE, INC. 
(Ovesey & Straus, Inc., N. Y.) 


Another toymaker which came into spot for 
the first time last Christmas and found 
satisfactory results is currently working on 
schedules to hit the air late this month. 
Present ideas call for continuing the 
placements of minutes in kid shows through 
the end of the year in order to hold 
franchises for the holiday season. Exact 
market list was not available at press time, 
but about 32 were used last year. 

David Straus III is the contact. 


H. W. LAY & CO., INC. 
(Liller, Neal, Battle & Lindsey, Inc., 
New Orleans) 


This firm is reportedly considering buys of 
live or syndicated programs with teen-age 
appeal in several of the southern markets it 
regularly uses for its potato chips. 
Possibilities are the “dance party” or 
“record-rating” kind of shows. Pat Clark is 
the timebuyer. 


The Radio and Television 
Executives Society cordially 
invites you to a special bene- 
fit performance of the sure 
fire hit musical DESTRY 
RIDES AGAIN starring Andy 
Griffith and Dolores Gray on 
Thursday evening April 30. 
Proceeds go to support the 
many educational and serv- 
ice activities of the R.T.E.S. 
For your reservations write 


Hotel, 
New York 17, New York. 


Biltmore 


R.T.E.S., 
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Rep Report 
John H. White, formerly director 
of network sales for ABC radio, has 
joined the New York office of Blair- 
TV as an account executive. He served 
until 1957 as regional manager of tv 
sales for Ziv, Inc., out of St. Louis. 
The Chicago office of Harrington, 
Righter & Parsons, Inc., added Lon 
Nelles as an account executive. Mr. 





MR. NELLES 
Nelles previously was with WGN, Inc. 

An addition was also made to the 
Chicago staff of Venard, Rintoul & 
McConnell, Inc., with the appointment 
of John Dragomier as account execu- 
tive. He was last with NBC-TV. 

E. Allan Jarrett joined the New 
York tv staff of Peters, Griffin, Wood- 
ward, Inc., having served formerly as 
local sales manager of WHEN-TV Syra- 
cuse and as a member of the selling 
corps of WFMz-TV Allentown. 

Tv Advertising Representatives. 
Inc., newly organized firm handling 
the Westinghouse stations, has ap- 
pointed Robert Hoffman director of 
marketing and research. He has been 





MR. HOFFMAN 


promotion and planning director for 
WOR-AM-TV since 1948. 

Clarke Brown Co., southern repre- 
sentatives, has moved its main office 
into the Southland Center 42-story 
skyscraper just completed in Dallas. 


LEPAGE’S, INC. 
(Young & Rubicam, Inc., N.Y.) 


A new cellophane tape dispenser known as 
PLASTI-PAK was introduced by this 
company late last year in Kansas City, and 
the word was that it would go into national 
distribution. Things seem to be moving 
slowly, however, as only a few markets have 
received spot placements. Rochester, N. Y., 
ran a schedule during February, and 
Philadelphia was carrying spots during 
March. A few more markets will be used in 
the near future. Five-week runs of day 

and late-night announcements are set in 
conjunction with a print campaign. Media 
supervisor Joe St. George is the contact. 


MELNOR INDUSTRIES 
(Smith-Greenland Co., N. Y.) 


About 27 major video markets will get 
schedules of filmed minutes for this firm’s 
oscillating lawn sprinkler, with the Miami 
and other southern placements to begin 
about issue date. The balance of the markets 
will kick off during this month as warm 
weather moves up over the country. 
Programs aimed toward a male audience 
and telecast late in the week are wanted for 
adjacencies. Evening and late-night spots 
will be used. Frequencies and number 

of stations vary from market to market— 
New York gets runs on channels 4 and 
11—with the schedules to continue through 
June. Les Towne is the buying contact. 


MIDLAND PHARMACAL CORP. 
(Street & Finney, Inc., N. Y.) 


Although not previously reported in these 


columns, SNUG DENTURE PADS made 





Who’s Dick Clark? 

What Dick Clark and Amer- 
ican Bandstand are to ABC-TV, 
Bill Brooks and Hi Fi Hop are 
to KTVH Wichita 
in terms of longevity. Handled 
by host-emcee Brooks, Hi Fi Hop 


is now in its fifth year, making it 


even more so, 


one of the oldest dance shows for 
youngsters on television. 
Further proof of its popularity 
with the 
a recent Sunday, when the pro- 


teen-agers came on 
eram’s first annual dance contest 
was held in the Wichita Forum 
Auditorium. Twenty-five hun- 
dred teeners from all over cen- 
tral Kansas showed up to cheer 
a 15-year-old girl and her 18- 
year-old partner to a victory that 
had them splitting over $1,000 
worth of prizes and gifts between 
them. 

The contest was televised from 
2:30 to 3:30 p.m. Normally, Hi 


Fi Hop is aired daily at 5 p.m. 
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Ewald Kockritz has been named 
vice president and national program 
director of Storer Broadcasting Co.’s 
five television stations, it has been an- 
nounced by Stanton P. Kettler, execu- 
tive vice president for operations. At 
the same time, Grady Edney was 
named national program director for 
the company’s five radio properties. 
Mr. Kockritz has been with the Storer 
organization since 1941, when he went 
to WAGA as promotion manager. He 
was later program manager of WGBS 
Miami and national program director 
with headquarters in Miami. 


by this company has used spot consistently 
for the past few years and is currently 
getting schedules under way in several top 
markets. (WABC-TV is used in New York.) 
Minute films run in both day and night 
periods, with the length of the placements 
varying from market to market. Helen 
Thomas handles the buying. 


NARRAGANSETT BREWING 
co. 


(Cunningham & Walsh, Inc., N.Y.) 


This regional brewer, with distribution 
throughout six states in the New Engla 
area, has firmed up plans to carry the 
telecasts of the Boston Red Sox ball games 
in top markets. In addition, it will be 
running flights of spot announcements for 
supplementary effort, but details on this 
phase of the campaign are not yet 
crystallized. Bob Morton is the timebuyer. 


NATIONAL BISCUIT CO. 
(Ted Bates & Co., Inc., N. Y.) 


Not having used spot extensively before, 





Agency Activity 

Powell, Schoenbrod & Hall, Chi- 
cago, announced the appointment of 
Mrs. Patrice Campbell as assistant tv- 
radio director. She was formerly with 
Leo Burnett Co., Inc. 

Wickliffe Crider, who has held ex- 
ecutive positions in the video depart- 
ments of several agencies and has been 


with Young & Rubicam, Inc., since Warren Advertising. Mr. Tenenbaum 


1956, has been named a vice presi- produced a number of live programs 
dent in that agency’s tv-radio depart- for various local stations. 
ment. Norman Heyne, formerly with Wes- 
Gray & Rogers, Philadelphia, added ley, Heyne & Cuca, Chicago, joined 
William E. Millhollen as a producer- the Christiansen agency there as tv- 
writer in its tv-radio department. He radio director. 
has been with the Richard A. Foley Norman Frank, director of tv-radio 
agency. at Lynn Baker, Inc., has been named 
Mel Tenenbaum has joined the Jack a vice president at the agency. Mr. 
T. Sharp, Inc., agency in Cleveland Frank joined the firm in 1958 after 
as a tv-radio director after having having served as a producer for NBC- 
served in a similar capacity at Paul TV. 


SO FAR AHEAD 


in the Johnstown-Altoona Area 


The leader, away out in front, is WJAC-TV 
ahead of its nearest competitor, WFBG-TV, 
by nearly 3 to | in station share of audience, 
sign-on to sign-off, all week long. 










These figures, from ARB, Novem- 
ber 19-25, 1958, prove once 
again, that WJAC-TV is the dom- 
inant station in its area. 


.04 


WJAC-TV WFBG-TV WARD-TV 


The Johnstown-Altoona Coverage Area encompasses Over one mil- 
lion television homes in 36 counties in Western Pennsylvania, 3 


Maryland counties and 2 West Virginia counties 


There’s no question about it 


White Area |- 25 gor more coverage | .. . WJAC-TV is the station 


| . ax aa | viewers prefer. And WJAC-TV 
Rage age | = amie is the one to buy because 


i samen raed, LZ there are more people watch- 


at , CLEARFIELD / 4 
purer |, | é ‘ fares a, f. ing, all day, every day! 
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Get full details from Harrington, Righter & Parsons, Inc. 
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DROMEDARY gingerbread mix is lining 
up schedules of day and night minutes in a 
goodly number of top markets. The 
placements get under way early this month 
for short runs. Another Nabisco possibility 
for spot action shortly is the company’s 
BEV INSTANT FIZZ soft drink, which 
runs strong during the summer months. 
Film minutes go in kid shows. John 
Catanese is the timebuyer. 


NATIONAL CARBON CO. 
(Wm. Esty Co., Inc., N. Y.) 


A small number of major markets will begin 
schedules of minutes this week for 











Howard Summerville, general man- 
ager of WWL-tv New Orleans, has 
been granted a leave of absence for 
health reasons, and Lawrence Carino 
(above), general sales manager of 
WWL-TV for the past six months, has 
been appointed acting manager of the 
station by the Very Rev. W. Patrick 
Donnelly, S.J., president of Loyola 
University. Before coming to WWL-T\ 
Vr. Carino was general manager of 
KTNT-TV-AM Seattle-Tacoma. 


to run about six weeks. Late-night slots 
will be used. Dick Driscoll is the timebuyer. 


NORWICH PHARMACAL CO. 
(Benton & Bowles, Inc., N. Y.) 


At press time, new activity was on for 
PEPTO-BISMOL, with a few more markets 
added to the list of those used in the past. 
Night minutes are set on flighted 
schedules—three or four weeks on and a 
similar number off before returning. 
Incidentally, the looked-for buying for 
CEES cough syrup during the winter never 
materialized, but could take place next fall. 
Jack Giebel is the timebuyer. 


OTOE FOOD PRODUCTS CO. 
(Compton Adv., Inc., Chicago) 
This maker of MORTON HOUSE canned 


PRESTONE car polish, with the placements 





Agency Accounts 
Savoy car wash, a product of See- 
man Bros. previously handled by 
& Kummel, 


moved to Brown & Butcher, Inc., with 


Norman, Craig Inc., 
the acquisition of the Seeman com- 
pany by B. T. Babbitt, Inc. 

Pharmacraft Corp., which placed 
its Coldene Stick chest rub at Cun- 
ningham & Walsh, Inc., last year, 
shifted the product back to J. Walter 
Thompson, Inc., Chicago. JWT has 
held the company’s regular Coldene 
and Fresh deodorants lines. 

The expected move of the Wildroot 
hair-tonic business out of BBDO ma- 
terialized with the announcement that 
the $3 million in billings would go 


elsewhere as soon as a successor is 


chosen. The recent acquisition of the 











Mary Paul, formerly research director 
for WCCO-TV Minneapolis joined 
Charles Harriman Smith, tv research 
consultant, as an associate. Smith 
clients include Corinthian Broadcast- 
ing Corp., North Dakota Broadcasting 


Co. and several midwestern tv stations. 





Wildroot Co. 


Co. produced a conflict within the 


by Colgate-Palmolive 


agency. BBDO handles various Lever 
Bros. items. Colgate is expected to 
place the hair-tonic line at one of 
several agencies now handling its 
other products. 

“About $1 million” in billings was 
added by Grey Advertising Agency, 
Inc., with its appointment to handle 
the Kayser-Roth Corp. Catalina swim- 
suit line. Foote, Cone & Belding held 
the account previously. 

Compton Advertising, Inc., won the 
$1-million account of the New York 
Stock Exchange which has been at 





That's Why 
NOBODY FROM NOWHERE 
Can Saturate 
TOPEKA 
like 
WIBW-TV 
SATURATES TOPEKA 
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ALL DAY ...ANY DAY survey-proved WIBW-TV 


TOPS ALL COMPETITION 


@ WIBW-TV is the ONLY station in Topeka — the 2nd largest market in Kansas; 
@ Serves 38 rich rural and urban counties (NCS#3) with 349,300 set count; 


Share of Audience 


7:45 a.m.—12 N. 


In Area (NCS#3) 
In Topeka (Nov. ‘58 ARB) 


57.0% 
33.9% 


12 N.—6:00 p.m. 6 p.m.—Mid. 
50.3% 51.1% 
42.5% 38.0% 


e From sign-on to sign-off WIBW-TV has practically TWICE the audience of either the 
second or third station that can be seen in metropolitan Topeka; (Nov. ‘58 ARB) 
e In the top 15 Once-A-Week Shows, WIBW-TV had an average rating of 37.69%. 


WIBW.-TV...CBS, NBC, ABC...Channel 13... TOPEKA, KANSAS 


REPRESENTED BY AVERY-KNODEL, INC. 
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Tv Library 
From A-C spark plugs to Zest 
soap — that’s the scope of the 
library of tv commercials offered 


by U. S. Broadcast Checking 
Corp., monitoring firm and pro- 
ducers of “Tv-Tear-Sheets.” The 
library includes printed repro- 
ductions of both the audio and 
video sections of some 4,300 dif- 
ferent commercials aired during 
the past five months. About 100 
new announcements are added 
daily, with the entire catalogue 
cross-filed by product name, date 
of broadcast and channel. 

Allen Goldenthal, president of 
USBC, believes the permanent li- 
brary service will be of great use 
to sponsors, agencies conducting 
competitive checks, researchers 
and schools. He states it is priced 
“as a necessity, rather than a 
luxury.” 








Calkins & Holden, Inc., for the past 
three years. 

Bantam Cigar Corp. appointed 
Adrian Bauer and Alan Tripp, Inc., 
Philadelphia, to handle its miniature 
cigars. 

American Airlines settled its $7 
million in billings at Young & Rubi- 
cam, Inc., after a month of confer- 
ences with some 20 agencies bidding 
for the account. 





In “Oil-Rich" 
West Texas have 
21% more 
money to spend 
than the average 
American 


411,000 


PEOPLE 


MIDLAND-ODESSA 


METRO - AREA 
COMBINED CSI PER HSLD. 








(2 























Venard, Rintoul & McConnell, Inc. 
South—Clarke Brown Company 





foods just appointed Compton to its account 
and will introduce the line in Chicago 

this month via spot. The products also have 
distribution in some 28 southern and 
midwestern markets which might get 
schedules. Media director Andy Zeis is the 
contact. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N. Y.) 


New buying activity is reported for COMET 
cleanser, with selected markets getting 
placements of nighttime minutes such as the 
product has been using. Schedules are 

set for the contract year. Bill Birkbeck is 
the timebuyer. 


PROCTER & GAMBLE CO. 
(Tatham-Laird, Inc., Chicago) 


New activity is reported for MR. CLEAN, 
P&G's liquid detergent, which is expanding 
its market areas. The product is now 
distributed in Boston, Buffalo, Hartford, 
Kansas City, St. Louis, Seattle and 

New York in addition to its earlier markets. 
Both day and night minutes and 20's are 
used in heavy frequencies. Broadcast media 
manager John Deacon is the contact. 


PROCTOR ELECTRIC CoO., INC. 
(Weiss & Geller, Inc., N. Y.) 


The spring campaign for this company’s 
appliances is getting started a few weeks 
later than last year’s, kicking off about issue 
date in just over 20 markets. Filmed 
minutes, 20’s and ID’s will run for eight to 
12 weeks in both day and night slots. 

Jack Geller is the timebuyer. 








Murry Salberg has been appointed 
director of advertising and sales pro- 
motion for WABC-TV New York, it has 
been announced by Joseph Stamler, 
vice president and general manager 
of the station. Mr. Salberg was previ- 
ously radio and television consultant 
for Marshall & Coch, Inc., and before 
that was manager of the program pro- 
motion department for the CBS Radio 
Network. 


PURE OIL CO. 


(Leo Burnett Co., Inc., Chicago) 


Activity in a few states in the deep south is 
reportedly set for this firm, with one-week 
schedules to run late this month in a 
special promotion. Media director George 
Stanton is the contact. 


PURITRON CORP. 
(Maxwell Sackheim & Co., Inc.. 
& a 


The air-purifier, which placed some initial 
spot schedules late last year in a few 








STATION NETWORK 
and PERSONAL 
REPRESENTATIVE 





KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 


WPEN-TV, Traverse City, 
Mich. 


235 East 46th St., New York 17, N. Y. 
Plaza 5-4262 











© MOST 


Nighttime M-F quarter 
hours (As many as all 
other area stations com- 


bined) 
DEC 1958 ARB 


® MOST 


Power— Million Watts 
Tower—1000 ft. Between 
Springfield-Decatur 


e MOST 


Audience For Your 
Money—Lowest Cost Per 
. over 200,000 TV 


Homes 
NBC TELEVISION for 
Springfield-Decatur 
CENTRAL ILLINOIS 


PAAR-TICIPATIONS 
53.2 SHARE DEC. ARB 


IT'S THE MOST 

















AVAILABILITIES 
YOUNG TELEVISION 
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AMARILLO 
3-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 
U. S. Marshal (NTA) KFDA-TV Sat. 9:30 ..36.8 
State Trooper (MCA) KFpa-Ty Sat. 8 
Silent Service (CNP) KGNC-TV Mon. 8:30 
African Patrol (GKS) KFDA-TV Mon. 9 
Whirlybirds (CBS) KGNCc-TV Wed. 9:30 
Highway Patrol (Ziv) KGNC-TV Mon. 9:30 
Popeye (UAA) KFDa-Tv M, Tu, W, F 5 
Rescue 8 (Screen Gems) KFDA-TV Mon. 9:30 
Flight (CNP) KGNCc-TV Tue. 9:30 ....... 
New York Confidential (ITC) 





KGNOC-TV Sun. 9:30 . . oocee ee 38.8 
Mackenzie's Raiders (Ziv) 

KPDA-TV Thu. 9:30 ee ° ecccceces 17.3 
Colonel Flack (CBS) Krpa-TV Sun. 8:30 17.2 


Huckleberry Hound (Kellogg) 
KFDA-TVY Thu. 5 . e- 
Bold Venture (Ziy) Kvu-tTv F 


Popeye (UAA) KFDA-TV Thu 


TOP FEATURE FILMS 


Spectacular KviI-TV Sun. $:30-11:30 ...... 16.6 
MGM Command Presentation 





mppa-Sv Gum. 1-3:45 ...ccccsccvcese 13.7 
MGM Command Presentation 

KFDA-TV Fri. 10:30-12:3@ a.m. ..........13.3 
Spectacular Kvui-Tv Sat. 9:30-11:45 . iaamee 
Stubby’s Family Movie 

KFDA-TV Sat. 11:30-12:45 a.m. ....0e0-- 10.4 

TOP NETWORK SHOWS 

Gunsmoke KFDA-TV ... 1.25 e eee e eee eeee 53.4 
Wagon Train KGNC-TV . oe Ree, - -51.9 
Have Gun, Will Travel KFDA-TV ..........47.5 
The Rifleman KVII-TV ........-.-55+:5 ~-46.1 
Zane Grey Theater KFDA-TV soceate 


Wyatt Earp KVII-TV 

Sugarfoot KVII-TV . . 
The Price Is Right KGN« 
The Millionaire KFDA-TV 
Maverick KVII-TV ..... 





GRAND RAPIDS-KALAMAZOO 


2-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 
Highway Patrol (Ziv) wkzo-Tv Tue. 9 ....48.2 
State Trooper (MCA) wkzo-Tv Sat. 10:30 ..41.2 
Huckleberry Hound (Kellogg) 
woop-TV Mon. 6°30 eeee 
Sea Hunt (Ziy) wkzo-Tv Wed. 8:30 
Death Valley Days (U. S. Borax) 
WKZO-TV Thu. 7:30 see --31.8 
If You Had a Million (MCA) 

WKZO-TV Tue. 7:30 evercceccnce 
Jeff’s Collie (ITC) woop-Tv Thu. 6:30 
Bold Venture (Ziy) wkzo-TvV Tue. 7 . 
Mackenzie's Raiders (Ziy) woop-tTv Tue. 7 
Flight (CNP) wkzo-tv Fri. 7 

Roy Rogers (Roy Rogers Syndication, 














Inc.) woop-Tv Fri. 5 aeaeneeen 0 
Sky King (Nabisco) wkzo-Tv Fri. 6 4 
Woody Woodpecker (Kellogg) 

woop-Tv Thu. 5 . etesceneoes 21.4 
Target (Ziv) woop-Tv Wed. 9:30 eves 31.2 
Brave Eagle (CBS) woop-Tv Mon. 5 ......20.9 

TOP FEATURE FILMS 

llth Hour Theatre WKzO-TV 

a Seer GR. ces scweseseces 11.6 
Channel 8 Theatre wooD-TV 

Fri. 11:15-1:30 a.m. ... season 10.9 
llth Hour Theatre WKzO-TV 

a SSE, TU, © 6666662 ccvencdesanen 10.3 
Channel 8 Theatre woop-Tv 

Se BRE eee GAR. oes ccccacessseces 9.6 
Channel 8 Theatre WoopD-TV 

We. 2O-ERIES GM. o. ccccvccde coccccese 1.6 

TOP NETWORK SHOWS 

Re OE costtéaccevecusee 55.3 
Red Skelton WKzo-TV . eeesece --- 48.8 
Name That Tune WKzO-TV ............ -47.6 
Perry Mason WKZO-TY a ee 
G.E. Thetre WKzo-TVv coccececeSne 
The Real McCoys wkKzo-TV ..............45.5 
I’ve Got a Secret WKZO-TV ........ coe e o 45.5 
Danny Thomas WKZO-TV Gi. ‘ 9 
Father Knows Best WKz0-TV cccecsseees 43.5 
Have Gun, Will Travel WKZO-TV .......... 43.2 
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ARB City-By-City Ratings February, 1959 


ATLANTA 
3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 





Whirlybirds (CBS) wsp-tTv Wed. 7 ......36.2 
The Tracer (MPA-TV) wssB-TVv Sun. 6:5 29.6 
Popeye (UAA) wsB-TV M-F 5 ........ 28.: 


Sheriff of Cochise (NTA) wsB-Tv Tue. 7 27.6 
Death Valley Days (U. S. Borax) 

Wee-TV Mam. FT ..ccccccccccces . 
Superman (Kellogg) wsB-Tv Mon. 6 
Highway Patrol (Ziv) WaAGa-Tv Sat. 9 
Woody Woodpecker (Kellogg) wssB-Tv Tue. 
Huckleberry Hound (Kellogg) wss-Tv Thu. 





Looney Tunes (Guild) wss-Tv Fri. 6 1 
Wild Bill Hickok (Kellogg) wss-tTv Wed 8 
The People’s Choice (ABC) wsB-Tv Fri. 7 
Big Story (Flamingo) WAGA-TV Sat. 10:30 .16.8 
Popeye (UAA) wsB-Tv Sun. 3:30 ........ 14.8 
Flight (CNP) waGa-Tv Tue. 8 ....... ~.14.0 
TOP FEATURE FILMS 
MGM Playhouse wsB-Tv Sun. 1-3 ...... 16.8 
Early Show wWaGa-Tv Wed. 5:30-7 ek 
Armchair Playhouse wsB-Tv Sat. 5:15-7 ...11.3 


MGM Late Show wss-Tv Sat. 11-12:45 a.m 10.8 
Early Show waGa-tTv Thu. Par 


5 





TOP NETWORK SHOWS 


Wagon Train wWsB-TV aati i eieati i ht in 
ee Se: SOR cs'sconecvedscecees 41.2 
Gunsmoke WAGA-TV ........ ces 40.4 
PY SM 6c ecepetre Cokestetus 37.5 
The Real McCoys WLW-a 6.8 


Peter Gunn WSB-TV 
Wyatt Earp WLW-a es ° 
Loretta Young Presents WSB-TV .... 
Have Gun, Will Travel WaGa-TV 
The Price Is Right wsB-Tv .. eusevcancetael 





HANNIBAL-KEOKUK-QUINCY 


2-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


State Trooper (MCA) KHQA-TV Mon. 9 ....41.3 
Highway Patrol (Ziv) weEem-tv Thu. 8 ..36.8 
New York Confidential (ITC) KHQA-TV Tue. 7 32.5 
Whirlybirds (CBS) KHQA-Tv Sat. 9:30 ....31.2 
Science Fiction Theatre (Economee) 

WGEM-TV Mon. 8:30 27 
Jeff’s Collie (ITC) worm-tv Fri. 6 ......27.¢ 
Sky King (Nabisco) WGEM-TV Sat. 6 7 
Woody Woodpecker (Kellogg) 
KHQA-TV Tue. 6:30 .... 
Huckleberry Hound (Kellogg) 
mamna-SE TR, F ccccescceecees 
Popeye (UAA) WGEM-TV M-F 5 ‘ 
Mike Hammer (MCA) KHQaA-TvV Fri. 8:30 
Colonel Flack (CBS) wGpM-Tv Wed. 6 
Casey Jones (Screen Gems) WGEM-TV Sun. 6 
Silent Service (CNP) KHQA-TV Thu. 7 21 
San Francisco Beat (CBS) KHQA-TV Sat. 6 .18.1 








TOP FEATURE FILMS 


Academy Award Theatre WGEM-TVY 

Sat. 10:30-12:30 a.m. . 12.5 
Nite Owl Theatre KHQA-TV 

Fri. 10:30-11; 11:30-1:15 am. .. 11.8 
Nite Owl Theatre KHQA-TV 

Sun. 16:30-11; 11:30-12:30 am. .. 11.1 
Nite Owl Theatre KHQA-TV 

Wed. 10:30-11; 11:30-12:15 am. .. -10.8 
Nite Owl Theatre KHQA-TY 


Sat. 10:30-11; 11:30-1 am. ........ 10.5 
TOP NETWORK SHOWS 
Wagon Train WGEM-TV eoceccececes 60.6 
Red Skelton KHQA-TV ... o Dasiseee eee 58.2 
December Bride KHQA-TV Srrrrrrr Tri - 52.5 
Gunsmoke KHQA-TV ..........se000s «50.4 
People Are Funny WGEM-TV ............. 48.3 
Jack Bemmy KMGA-TV 2... cccccccccccs 47.8 
. The Millionaire KHQA-TV .........+.e05. 47.7 
Danny Thomas KHQA-TV ...........es- 47.6 
Have Gun, Will Travel KHQA-1I¥V .... 47.0 
. What’s My Line KHQaA-TV .... Terre, : 
Person To Person KHQA-TV ..... eecccces 46.7 
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BALTIMORE 
3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


Woody Woodpacker (Kellogg) WJZ-TV Tue. 5. 25.9 
Superman (Kellogg) wJsz-TV Mon. 5 ......23.3 


. Huckleberry Hound (Kellogg) wsz-tTv Thu. 5 22.3 


Popeye (UAA) wisz-Tv Sun. 4:30 ....... 216 
Death Valley Days (U. S. Borax) wsz-tv 

Mon. 7:30 
Highway Patrol (Ziv) wMaR-Tv Sat. 7 ....19.8 


. Popeye (UAA) wsz-Tv Sat. 5:30 ........ 18.6 
. Wild Bill Hickok (Kellogg) wsz-tTv Wed. 5 18.4 


Sea Hunt (Ziv) wBAL-Tv Wed. 10:30 ....18.6 
Silent. Service (CNP) wBaL-Tv Sun. 10:30 17.2 


Flight (CNP) wsz-Tv Thu. 10 .......... 16.7 
Code 3 (ABC) wsz-Tv Sun. 9:30 ........ 16.6 
. Farmer Al Falfa (Bray) wsz-Tv Sat. 5 ....15.5 
. Adventures of Jim Bowie (ABC) wsz-tv 
Deh. B cccccecscccessescoseseces coos LBS 
Rescue 8 (Screen Gems) WBAL-TV Tue. 7 ...13.8 
TOP FEATURE FILMS 
Early Show wyz-tv Sun. 6-7:30 24.6 
Early Show wsz-tTv Wed. 6-7:30 ....... 21.1 
Early Show wsz-Tv Tue. 6-7:30 ........ 20.1 
Early Show wyz-Tv Sat. 6-7:30 ........ 19.0 
Early Show wsz-Tv Mon, 6-7:30 ........ 17.8 
TOP NETWORK SHOWS 
Wagon Train WBAL-TV ......--eeeee. ~ +446 
The Rifleman WIZ-TV ......eeeeneeeeees 44.4 
Gunsmoke WMAR-TV ...ceeeceecceeecceee 42.9 
» Mawreridk WIE-TV .ccccccccccccccccccces 41.3 
77 Sunset Strip wsz-TV .. rere occ cee 
, ees Tem WHEY cocccsceeccicnntuaun 37.4 
Perry Mason WMAR-TV ......----e2e000-36.4 
Loretta Young Presents WBAL-TV o0cen nae 
Sugarfoot wJz-TV Terr er 33.7 
Have Gun, Will Travel WMAR-TV ...... . 33.3 
Tas Pi 7 C 
LOS ANGELES 
7-Station Report 
(one-week ratings) 
TOP SYNDICATED FILMS 
. Rescue 8 (Screen Gems) KRCA Tue. 7 ....20.7 
. Huckleberry Hound (Kellogg) KNXT 
Tues. 6:30 .. ececccccececes 16.7 
Mr. Adams and Eve (CBS) KNxT Sat. 9 16.0 





. Death Valley Days (U. S. Borax) Kroa Thu. 7 14.4 


Mike Hammer (MCA) knreoa Fri. 10:30 ...14 


Popeye (UAA) KTLA M-F 6 ........22020189 
Burns and Allen (Sereen Gems) KNXT 
Wel. C208 cccccccvscccecesdesess occcknem 
Union Pacific (CNP) KRrcoa Wed. 7 .......13.0 
Sheriff of Cochise (NTA) ETTVv Wed. 8:30 .11.3 
Sky King (Nabisco) KaBc-Tv Sun. 6 ..... 9.8 
The Honeymooners (CBS) KNXxT Sat. 6 .... 9.5 
2. The People’s Choice (ABC) KENxT Tue. 7 .. 8.8 
San Francisco Beat (CBS) KTTv Sat. 9 .... 88 
Superman (Kellogg) KABO-TV Mon. 6:30 .. 8.6 
. Popeye (UAA) KTLA Sun. 5 ....+++-+> . 83 


TOP FEATURE FILMS 


Fabulous "52 KNXT Sat. 10-12:15 a.m. ...142 
Channel 9 Movie Theatre KHJ-TV 
Moa. 9-10:45 Raines ene ee 
Famous Features KHJ-TV Sun. 4:15-5:45 .. 7 


. Afternoon Theatre KHJ-TV Sun, 2:45-4:15 . 6.9 
Safeway Theatre KROA Sun. 10:30-12 mid. . 6.6 
TOP NETWORK SHOWS 
. Gunsmoke KNXT ake . cones see 
Have Gun, Will Travel KNXT ...... ..--40.9 
Wagon Train KROA Sere 36.9 
Maverick KABO-TV bas onesesiu aya 
Perry Mason KNXT .........+- oo SES 
Tales of Wells Fargo KROA ....... . 318 
Alfred Hitchcock Presents KNXT .........-30.9 
Father Knows Best KNXT 06. 64005 ee Sa 
Lawman KABO-TV . . 3 00ce cone 


The Real McCoys KABC-TY 
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COLUMBUS 


3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


Death Valley Days (U. S. Borax) 
wans-Tv Sum. 9:30 ...cccccccece coccee cSR8 


Casey Jones (Screen Gems) WTvN-TV Tue, 7 .29.1 
Sea Hunt (Ziv) WBNS-TV Mon. 7:30 .....28.4 
Woody Woodpecker (Kellogg) 

wuvn-Tv Bue. S280 cccoccccccccesosses 26.8 
Huckleberry Hound (Kellogg) 

wevn-ev The. 6:86 ..ccccecccoscece ..26.4 
San Francisco Beat (CBS) wrvN-Tv Wed. 7 .24.8 
State Trooper (MCA) WTVN-TV Fri. 7 ....23.3 


U. S. Marshal (NTA) wTtvN-Tv Fri. 10:30 .22.9 
Whirlybirds (CBS) wtvN-tTv Thu. 7 22.7 
Our Miss Brooks (CBS) WBNS-TV Sun. 6:3 
Roy Rogers (Roy Rogers Syndication, 
Enc.) wene-TV Bem. 6 wcccccccsces se 
Jeff’s Collie (ITC) wBNs-Tv Wed. 6:30 ..18.5 
Highway Patrol (Ziv) wBNs-TV Wed. 8:30 .18.4 
Sky King (Nabisco) WBNS-TV Fri. 6:30 ...18.4 
. SAT (MCA) wWBNs-TV Tue. 8 .......+.-.-17.9 


TOP FEATURE FILMS 


Something Different WTVN-TV 

Sat. 10:30-12:15 a.m. ..... eccccccccceclGe8 
Lex Mayer’s Theatre WBNS-TV Sun, 10-11:45 .18.6 
Sunday Best WBNS-TV Sun. 2:30-4:45 ....18.0 
Best of MGM wLw-o Sun. 6-7:30 ...... --14.8 
Armchair Theatre WBNS-TV Fri. 11:15-1 a.m. 14.6 


TOP NETWORK SHOWS 


Gunsmoke WBNS-TV ......+. 
The Real McCoys WTVN-TV 

Maverick WTVYN-TV ......0-:5 
77 Sunset Strip WTVN-TV ...... 


The Rifleman WTVN-TV ...........- 


smi anse 











Wagon Train WLW-cC ......... 3 
Wyatt Earp WTIVN-TV ... Seccee e200 39.2 
Perry Mason WBNS-TV A ee 37.9 
Have Gun, Will Travel WBNS-TV ........36.7 
. Sugarfoot WTVN-TV ......50. Cecederes 35.5 


MIAMI 


3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


Rescue & (Screen Gems) wTvy Sat. 7 ....34.4 
. Sea Hunt (Ziv) wtvs Fri. 7 ............33.0 
Death Valley Days (U. S. Borax) 


wrvy Sat. 6:30 .....e6 eececesessseres 
Whirlybirds (CBS) wrvs Thu. 7:30 
Huckleberry Hound (Kellogg) WOKT Thu. 7 
Highway Patrol (Ziv) wrvs Sun. 6:30 

Superman (Kellogg) WOKT Mon, 7 ....... 23 

Silent Service (CNP) wrvs Tue. 7 .......2 

Woody Woodpecker (Kellogg) WCKT Tue. 7 .20.8 
State Trooper (MCA) wtvs Sun. 6:30 ...20.3 
Sky King (Nabisco) wrvy Sat. 10 ........ 20.3 
Bold Venture (Ziv) wTvs Sat. 10:30 ....19.4 
Flight (CNP) wrvs Tue. 8 ....0.200---+18.9 
Mackenzie’s Raiders (Ziv) wrvs Thu. 8 ..18.9 





13. U. S. Marshal (NTA) wrvs Wed. 8:30 ...18.2 


TOP FEATURE FILMS 


- Movie 7 wokT Mon. 5-6:30 ........+.-- 23.2 
Big Show wrvy Wed. 7-8:30 ...........-. 18.7 
Movie 7 wokKT Fri. 5-6:30 ........00.- 16.7 
Movie 7 wokT Tue. 5-6:30 ............ 15.8 
Movie 7 wOKT Thu. 5-6:30 ...........- 15.8 


TOP NETWORK SHOWS 


Gunsmoke WTVJ ........2ee00 
Perry Mason wtvs 
Wagon Train WCKT .......... 

- Have Gun, Will Travel wrvs 
Maverick WPSstT 
Lassie wrvs 


- The Rifleman Wrst ............0:; 
Desilu Playhouse wrvs 
- Peter Gunn weokKT .. 


Wanted—Dead or Alive wrvs 
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DETROIT 


4-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


. Sea Hunt (Ziv) wsBkK-Tv Sat. 10.30 
Target (Ziv) wsBK-Tv Fri, 10:30 ...... 
. Death Valley Days (U.S. Borax) 


Wwws-Tv Mon. 7 
Brave Eagle (CBS) CKLW-Tv Tue. 7 


5. Dr. Hudson’s Secret Journal (MCA) 


wws-tTv Tue. 10:30 ...... 
Huckleberry Hound (Kellogg) 
CKLW-Tv Thu. 7 
Divorce Court (Guild) wsBK-Tvy Wed. 7 
Medic (CNP) wWIJBK-TV Sat. 7 oe 

Decoy (Official) wxyz-tTv Thu. 7 

Popeye (UAA) CKLW-Tv Sun.-Sat. 6 
Little Lulu (NTA) WspBkK-TV Sat. 12 


U.S. Marshal (NTA) wws-Tv Wed. 10:30.. 


Highway Patrol (Ziv) wspK-Tv Sat. 7 
Mackenzie’s Raiders (Ziv) wxyz-Tv 
WO © Wawncntnscans oeSebeecea 
Laurel and Hardy (Governor TV) 


OKLW-Ty Sat. 5 . 


TOP FEATURE FILMS 
Premiere Film Parade wwis-Ty Sun. 6-8 
Bill Kennedy Showtime cCKLW-TV 
Sun. 1-3:30 . 
Million Dollar Movie CKLW-TV 
Sun. 3:30-5:30 
Command Performance CKLW-TV Sun. 9-11 


. Curtain Time wxyz-Tvy Tue. 6-7 ....... 





TOP NETWORK SHOWS 


17 
The Rifleman wxyz-Tv 
Wagon Train wws-Tv ...... 
Gunsmoke WJBK-TV 

Wyatt Earp wxyz-Tv 


Goodyear Theatre WWJ-TV ...... 


The Price Is Right WWJ-TV .........+++. 
The Real McCoys wxyz-TvV ......... . 
« M Squad WWI-TV 2... .ccccccccccces ee 


WASHINGTON 

4-Station Report 

(one-week ratings) 
TOP SYNDICATED FILMS 


Silent Service (CNP) wMAL-TV Sun. 7 


Highway Patrol (Ziv) wror-tTv Sat. 7 ...... 


Science Fiction Theatre (Ziv) 
WeakrSe Gam. 6 wcdoccccaccsneseserce 





Death Valley Days (U. 8S. Borax) 


WRO-TV Mon. 7 ....20.2200% ecwesceseses 


26 Men (ABC) wMAL-Tv Sun. 6:30 


Gray Ghost (CBS) wro-rv Wed. 7 ........ 
Amos ‘n’ Andy (CBS) wMau-Tv M-F 6:30 .. 
U. S. Marshal (NTA) wro-Tv Wed. 10:30 .. 
. Huckleberry Hound (Kellogg) 
wro-Tv Thu. 6 ....... ee cduereecnaceeee 
*Copter Patrol (CBS) wrop-tv Fri. 7 ..... 
. Decoy (Official) wrop-Tv Mon. 7 ..... 
. Bowling Stars (Sterling) 

Watek- SV Bam. 4230 soccccccccccccsoses 


Adventures of Jim Bowie (ABC) 


WEES DU, Fc cstcsnccacessscvesssceses 
. Big Story (Flamingo) write Fri. 10:30 


TOP FEATURE FILMS 


10:30 Theatre wror-Tv 


Gat. 1O:BO-25BO Om. .nccccccccccccsses 
Sunday Theatre wrop-Tv Sun. 1-3 ........ 
. Giant Playhouse wre Sat. 10:30-12:30 a.m 
Early Show wrop-Tv Tue. 5-6:30 ......... 


Movie 4 wro-Tv Sun. 10:30-12:45 a.m. 


TOP NETWORK SHOWS 


o Wagem Train WRO-EV ccccsccccccceccess 


Maverick WMAL-TV ....... 
The Rifleman WMAL-TV 





« Gunsmake WHOP-TY .cccccscccccccces 


Alfred Hitchcock Presents wrtor-TVv 


. The Real McCoys WMAL-TV ........220s08 


Perry Como WRO-TV ..... 


> Wey GD SNE. cconcccencnseces 


Perry Mason WTOP-TV 
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EVANSVILLE 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Rescue 8 (Screen Gems) wrvw Sun. 6 26.5 
. Highway Patrol (Ziy) wrip-tTv Tue. 9:30 25.3 
State Trooper (MCA) wtvw Fri. 9:30 23.8 
Huckleberry Hound (Kellogg) wrvw Thu. 6 .21.9 
. Sky King (Nabisco) wrvw Sat. 6 . 21.8 
Woody Woodpecker (Kellogg) wrvw Tue. 6 .20.1 
Jeff's Collie (ITC) wrvw Mon. 6:30 18.7 
Superman (Kellogg) wrvw Wed. 6 18.4 


San Francisco Beat (CBS) wrie-rv Sat. 10 .18.2 


. Danger Is My Business (CNP) 


WEuT Sat. 9:30 ..... eese 
Tugboat Annie (ITC) wrvw Sat. 5:30 
U. 8S. Marshal (NTA) went Sun. 8:36 





. Tales of the Texas Rangers 


(Screen Gems) wrvw Fri. 6 sevee 16.5 
. Whirlybirds (CBS) weur Fri. 8:30 . 16 
15. Boots and Saddles (CNP) wrvw Mon. ¢ 15.9 
TOP FEATURE FILMS 
Late Show wrie Sat. 10:45-12:15 a.m. ...11.0 
. Late Show wri Sun. 10-11:15 .......... 9.4 
Shock Theatre WeHT Fri. 10:30-12 mid. .. 9.2 
Million Dollar Movie wrvw 
Fri. 10:30-12:15 am. .... - 8.4 
Million Dollar Movie wrvw 
Sun. 10:15-12 mid. ...... eccccce Vee 


TOP NETWORK SHOWS 


Gunsmoke WBEHT 
Maverick wtvw we 
The Rifleman WTvw ...... 





Peter Gunn WEHT err cece 6.4 
Tales of Wells Fargo WFIE-TV iene 6.2 
The Real McCoys WTVW ....... 4 6.0 
Desilu Playhouse WENT . 5.7 


Cheyenne WTVW . one .--36.8 
i 


WICHITA 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Sea Hunt (Ziv) KAKm&TV Thu. 9 8 
Annie Oakley (CBS) KAKe-TV Wed. 6 .. -2 
Looney Tunes (Guild) KAKE-TV Tue. 6 2¢ 
Casey Jones (Screen Gems) KARD-TV Sat. 6 .26 
Mike Hammer (MCA) KAKE-TV Thu. 9:30 .2¢ 
U. 8S. Marshal (NTA) KAKE-TV Fri. 8:30 25.8 
Sky King (Nabisco) KAK®-Tv Fri. 6 25.5 
Bugs Bunny (UAA) KAK®-TV Thu. 6 2 
Death Valley Days (U. 8. Borax) 

KAKE-TV Fri. 9:30 ...... ee - -23.2 
New York Confidential (ITC) Kake-Tv Fri. 9 2: 
Whirlybirds (CBS) Karp-Tv Sun. 9:30 





Colonel Flack (CBS) Karp-Tv Wed. 9:30 ..20.7 
Mackenzie's Raiders (Ziy) KTvVH Sat. 9:30 19.4 
Woody Woodpecker (Kellogg) KAK®-TV Tue. 5 18.2 
Little Rascals (Interstate) KAKE-TV Sat. 12 .18.0 


TOP FEATURE FILMS 


MGM Premiere Theatre KAKE-TV Sun. 8-10 .29.1 
Best of Hollywood KAKE-Tv Sun. 1-3 11.9 
Best of Hollywood KAKeE-Tv Sat. 10:30-1 a.m. 11. 
Late Date KTVH Sat. 10:30-12 mid. . 10.1 
Nightwatch KAKE-TV Sun. 10:30-12:45 a.o 8.6 


TOP NETWORK SHOWS 


. Maverick KAKBE-TV .........--. 51.9 
The Rifleman KAKE-TV ..... 1) 
The Real McCoys KAKE-TV i8 
Wyatt Earp KAKE-TV ..... 46.2 

. Wagon Train KARD-TV ... 14.6 
Sugarfoot KAKBE-TV ..... 43.0 


. Ozzie and Harriet KAKB-TV 8.6 
I've Got a Secret KTVH . 8 
77 Sunset Strip KAKB-TV 8.4 
People Are Funny KARD-TV 8 
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markets, reportedly plans to strengthen its 
video activity during the summer months as 
victims are hit by hay fever and asthma. 
Roger Franklin just joined the agency and 
will assist account executive Sherman Lurie 
on the schedules, which are in the 

planning stages at present. 


RELIABLE UTILITIES, INC. 
(Kilroy Adv., Inc., St. Louis) 


This regional distributor for MORSE 
sewing machines has set up a yearly video 
schedule based on hitting a different state 
each month with a small campaign aimed at 
the rural market. Recently, about 10 spots 
were bought in small markets in Illinois and 
Missouri. Leroy F. Dinges, president, 

is the buying contact. 


SLENDERELLA 
INTERNATIONAL 


(Product Services, Inc., N. Y.) 


Since the reducing-salon organization moved 
from a house agency, it’s been lining up 
selected markets at a fairly rapid clip and 
now is running in about 20. Additions are 
reportedly being made at almost a 
one-per-week rate. Daytime minutes and 
20's are set for 13 weeks initially, with 
renewals as warranted. Wallace Lancton 

is the buying contact. 


SOUTHERN PACKING CO. 
(Rockmore Co., N. Y.) 


A schedule was recently set for 
APPLBERRY SAUCE on wasc-tv New 
York in a continuing campaign that hits 





NO GAMBLE 


IN LAS VEGAS 
KSHO-TV Offers 


A Money-Back 
Guarantee! 


Tsi 


Increase To All 


FOOD ADVERTISERS 


Station Reserves the right to refuse any 
product 
Contact: 


FOR JOE & CO. 


New York—Chicago 
an Francisco—Los ;~ a 


KSHO-TV 


Channgs 


on the grounds of 
EL RANCHO VEGAS 
LAS VEGAS, NEVADA 
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Television Bureau of Advertising 


has signed its first member station 
outside the continental limits of North 
America with the affiliation of Amal- 
gamated Television Services Pty., Lid. 


Russ Becker (l.), station manager of 


the Sydney Australia outlet, is shown 
with Bill MacRae, director of station 
relations for TvB. 








nearly every station in the market with a 
brief one- or two-week schedule. Minutes 
and 20’s in primarily day and week-end 
times are used. Tv-radio director Charles 
Lewin reports the product will not go into 
other markets this season, but that a 
number of other clients of the agency are 
currently mulling over spot plans on a 
wider scale. 


TIPPETT & WOOD 
(Ovesey & Straus, Inc., N.Y.) 


A first entry into spot is starting at issue 
date for a new children’s item from this 
company. The toy is called HORN-HEAD 
and is a helmet-with-horns for a Viking, 
buffalo, unicorn, etc., effect. Live minutes in 
kid shows are lined up for New York, 
Philadelphia, Boston, Providence, 
Washington and Ealtimore initially, with 
Cleveland, Chicago, Detroit, Cincinnati, 


Columbus and St. Louis to begin in three 
weeks. Another 20 markets are tentative for 
the western and southern areas if the first 
groups of four-week schedules are effective. 
David Straus III is the contact. 


WARNER LAMBERT 
PHARMACAL CO. 


(Lambert & Feasley, Inc., N.Y.) 


The middle of the month is the starting date 
for placements of minutes in kid shows in 
some 110 markets for FIZZIES, the 
do-it-yourself soft-drink tablet. The 
schedules will run through the summer in 
varying frequencies. Jim Watterson is the 
timebuyer. 





Deluxe Welcome 


James Garner, star of ABC- 
TV’s Maverick, arrived in Hous- 
ton recently and found himself 
being officially welcomed by an 
entire television program. KTRK- 
TV, the Houston ABC affiliate, 
took advantage of the star’s tour 
promoting his new movie to de- 
clare “Maverick Day.” Just to 
start things off properly, the sta- 
tion moved its three-hour early- 
morning show, Soundtrack, bag, 
baggage and band to the Dobbs 
House Restaurant at Houston’s 
International Airport and thrilled 
breakfasting travelers with a 
ringside seat at a telecast while 
awaiting the “Maverick Spe- 
cial.” 

Later in the day, after his offi- 
cial greeting by Soundtrack 
emcee Howard Finch, Garner also 
appeared on an afternoon chil- 
dren’s show over KTRK-TV. 
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= PRODUCTION 
VALUE— 


CITIZEN SOLDIER, filmed with 
casts of thousands and equipment 
of armies, on location. Production 
values exceed those of any half- 
hour film ever produced for Tele- 
vision. 








509 MADISON AVE. 








FLAMINGO TELEFILM SALES IN 
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TV JUNIOR. Qne of the most inter- 
esting speculative security offerings 
in the tv field came along last month 
when Charles Plohn & Co., acted as 
underwriter for 150,000 shares of 
TV Junior Publications, Inc., each 
share carrying with it one common 
stock purchase warrant with a life 
of two years. 

The idea of a tv magazine aimed 
strictly at the children’s community 
is not new. It’s been tried before; 
back in 1956 a 7V Junior magazine 
was published for four months be- 
fore it fizzled. The theory that chil- 
dren form so large a segment of the 
tv watching audience that they 
should have their own publication 
as well as their own tv set is quite 
logical. And nobody can deny that 
once given a foothold in such a 
field, the potentials cannot be multi- 
plied. But the question of establish- 
ing acceptance for the magazine is 
the important one, and here the new 
atlempt to launch this project has 
some added strength. 

In order to promote the magazine 
in each of the 31 areas to be served 
by a separate edition, the publishers 
have obtained spot announcements 
for TV Junior on 100 tv stations and 
arranged plugs or tie-ins with some 
200 children’s tv personalities. In 
total, then, the magazine will receive 
approximately 2,000 spot announce- 
ments per month (mostly 20 seconds 
each). Under a_ straight billing 
basis, such a program of promotion 
would cost in the neighborhood of 
$150,000 a month, a substantial ex- 
penditure for the promotion of any 
publication, much less a new one 
with little or no background to 
which to point. 


REGIONAL SLANT. The magazine 
itself will have 31 regional editions, 
each edition having approximately 
64 pages, of which 32 pages will be 
devoted to local content. The maga- 
zine will give editorial coverage to 
each of the 200 tv personalities ap- 
pealing to a kiddie audience or play 
up other features of the station in- 


Wall Street Report 





volved in the promotion. 

TV Juniors first publication 
reached the stands in March 1958 
and had a circulation of 44,697, of 
which only 225 were paid subscrip- 
tions, the rest representing news- 
stand sales. The first national issue 
came out in September 1958 and 
totaled 105,254. By that time the 
paid subscriptions had climbed to 
1,347. To date, TV Junior has no 
income from advertising. The man- 
agement wants to be able to guar- 
antee a circulation of 200,000 copies 
per issue before it attempts to solicit 
ads. 

Of course, it seems likely that if 
there’s any indication of great ap- 
peal and profit in such a venture 
there will be others ready te jump 
into the field and share the market. 
But there’s been little profit in the 
project yet; in fact, it’s been a 
relatively heavy investment with no 
profit so far. In its first eight months 
the magazine operated at a loss of 
$113,000. At Dec. 31, 1958, the 
working capital deficit was $69 and 
was increasing at the rate of $20,- 
000 monthly. 


TO REPAY LOANS. In its offering 
of stock, the company hopes to raise 
$216,750. Some $60,000 would be 
used immediately to repay loans 
from some of the major stockholders 
and officers of the company. The re- 
mainder would be devoted to work- 
$25,000 


devoted to developing annual sub- 


ing capital, with some 


scription sales and $35,000 to circu- 
lation campaigns. 

The magazine retails for 25 cents 
a copy, is aimed at children between 
the ages of four and 12 and will be 
targeted at 300 cities. The material 
used for the editorial content of the 
magazine will be supplied within 
its own organization, consisting at 
present of 10 employes. The creative 
and mechanical art work. paper and 
printing will be purchased from out- 
side sources. 

There is one angle involved in the 
company’s affairs that is interesting, 


not because it will have any serious 
impact on the company’s outlook 
but because it sheds some light on 
the publishing business itself. The 
company arranged for the advisory 
services of Richard M. Firestone at 
a fee of $250 for each issue of the 
magazine, $1 for each 1,000 copies 
of net sales sold through distributors 
for circulation between 250,000 and 
500,000 copies per month and there- 
after an additional amount of one- 
fifth of a cent per copy for all net 
sales in excess of 500,000 copies. 


COMPANY SET-UP. QOne of the 
selling stockholders in this offering 
is David Zucker, a director of the 
corporation and also owner of Pro- 
motion Press, which supplied the 
paper, printing and binding for the 
magazine to the total amount of 
$58,304.36 in its first eight months, 
and in the last two months of 1958 
sold another $17,778 worth of ma- 
terial and services to the magazine. 
The company’s offices are also in the 
Promotion Press building, and Mr. 
Zucker receives $136.50 per month 
for the space. 

Mr. Zucker formed the company 
and then sold shares in it to eight 
other people. These individuals will, 
even after the offering, control ap- 


(Continued on page 74) 
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Colgate (Continued from page 38) 


peared as extras in a special episode 
written around the fashion field. Helen 
Rose ensembles created for Miss Kirk 
continue to get publicity on most wom- 
en’s pages across the country. 

Colgate Palmolive distributed hun- 
dreds of Thin Man cuff links to the 
television press across the nation. 

Asta, the canine star of the series, 
was sent to New York for a series of 
personal appearances, and recently 
became the first dog to take out life 
insurance—a new service for thor- 
oughbreds. 

An intensive schedule of calls was 
placed by MGM for Miss Kirk and 
Mr. Lawford to tv editors across the 
nation, which resulted in a tremen- 
dous number of published telephone 
interviews. 

Colgate has used one show to pro- 
mote another. Recently, a Helen Rose 
ensemble worn by Miss Kirk on The 
Thin Man was given away on another 
Colgate show—The Big Payoff (CBS- 
TV, Mon-Fri., 3-3:30 p.m.), and of 
course The Thin Man got full credit. 

Perhaps the most unusual aspect of 
the year-long promotion is the kind 
of support offered by the program 
packager. George Shupert, vice presi- 
dent in charge of MGM-TV, says the 


company “cooperates in every possible 





Spot Display 
KWTV Oklahoma City adds to 
the effectiveness of its sales pro- 
gram with a display of products 

advertised on the station. 
Visible through a show win- 
dow from the reception room, 
the display consists of a totally 
dark room containing 10 plastic 
shelves, each holding a single 
product. Specially timed spot- 
lights flash on one item at a 
time for five seconds every 50 
seconds, giving a single-image 
effect to each individual product. 
Since thousands of visitors 
pass through the reception room 
each month, the window pro- 


vides quite a plus value for the 
advertiser. 
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Planned for perfect performance now 
and one hundred years from now, the 
new WMC-WMCF-wWMCT Memphis stu- 
dios utilize the latest available scien- 


tific and electronic developments, and 
have room for those still on the plan- 
ning boards. The building, which pro- 
vides 29,000 square feet of floor space, 
is also designed for the addition of a 


third floor, should this become neces- 
sary. Harry W. Slavik, general man- 
ager of the stations, points out that 
the main tv studio is 50 by 70 feet, 
larger than many network studios, and 
has a loading door capable of admit- 
ting the largest truck. Newest light. 
ing and office facilities are also fea- 
tures of the million-dollar building. 





manner with its sponsors to tie their 
programs directly into their product 
sales effort.” Mr. Shupert points out 
that the same large, trained staff that 
merchandises MGM theairical films is 
used by the television division. 





Hallmark (Continued from page 33) 


“There are other considerations in- 
volved in our use of television, of 
course, but it is this ability to effect a 
sympathetic relationship between pro- 
gramming and product that especially 
attracts us to television.” 

Needless to say, Hallmark has been 
in favor of color since its inception, 
as color adds strongly not only to the 
programs but to the live commercials 
which feature greeting cards and gift 
wrappings of the season. 

The total picture of Hallmark ad- 
vertising strategy shows one thing 
clearly—stability. It has remained 
with the same agency, Foote, Cone & 
Belding, for over 10 years and with 
the same network, NBC-TV, for more 
than seven. There has always been 
extremely close cooperation and un- 
derstanding among the company, the 
agency, the producing organization, 
Milberg Productions, and the pro- 


ducer-director, George Schaefer. This 
has been revealed in the type of shows 
done, all of which have reflected the 
same quality image which the com- 
pany enjoys in the greeting-card field. 

Is Hallmark happy with what it is 
getting for its money? It would be 
hard not to be. Hallmark has become 
so identified with the special that many 
viewers automatically assume that 
anything 90 minutes long is part of 
the Hall of Fame series. 

Prestige awards and ratings alike 
have offered proof of the value of the 
Hall of Fame to both viewers and ad- 
vertiser. Not only have Emmys and 
Sylvania, Peabody and Look awards 
rained in profusion, but ratings have 
been in the well-worth-the-price cate- 
gory. Johnny Belinda, for instance, 
which starred Julie Harris, racked up 
a solid 24.6 to top every other 90- 
minute show seen in the fall of 1958. 
Hans Brinker soared to a standout 
28.2 in 1957, and such productions 
as The Green Pastures and Little Moon 
of Alban were popular as well as crit- 
ical successes. 

A combination of experience, co- 
operation, good advice and recogniz- 
ing a winner has scored a bull’s-eye 
for Hallmark, which “dared enough 


to spend for the very best.” 
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(Continued from page 36) 


NTA 


vertisers. “Regional buying is no 
longer seasonal,” he points out. “It is 
more like local buying, as opposed to 
network buying.” 

Mr. Sillerman is something of an 
old hand at organizing and directing 
sales operations. He came to NTA 
Inc., 
where he was president. Prior to join- 


from Gross-Krasne-Sillerman, 


ing G-K-S he was executive vice presi- 
dent and sales head of Television Pro- 
grams of America, which was ac- 
quired last fall by Independent Tele- 
vision Corp. With Milton A. Gordon 
and Edward Small, Mr. Sillerman 
organized TPA in 1953. Before TPA 
was established he served as a senior 
sales executive with Ziv, where he was 
credited with shaping several success- 
ful television sales patterns. 

Active in network radio before turn- 
ing to television, Mr. Sillerman helped 
organize the Keystone Broadcasting 
System, and as president of Hamilton 
Radio Productions produced a num- 
ber of successful radio productions 
for national advertisers. His other 
associations include a stint with the 
Biow Agency as vice president, as well 
as with I. Miller Shoes as an adver- 
tising executive and a similar post 
with Alvin Austin Associates. 


Program Roster 


The roster of programs currently 
being distributed by Mr. Sillerman’s 
program sales division is an imposing 
one. Broken down by sales units, they 
are: 

Famous Films: China Smith, New 
Adventures of China Smith, Combat 
Sergeant, Holiday, Orient Express, 
Play of the Week, Quality Theatre, 
International Playhouse, Police Call 
and Pantomime Quiz. In addition to 
the above, all of which are half-hours, 
Famous Films has several quarter- 
hour offerings, such as The Bill 
Corum Sports Show and Grantland 
Rice Sportslights. When the Gross- 
Krasne deal was signed, the follow- 
ing half-hours were added to the 
Famous Films roster: African Patrol, 
O. Henry Playhouse and Streets of 
Danger (re-runs of The Lone Wolf). 
NTA contributed to the Famous Films 
library Official Detective and Sheriff 


of Cochise. 


This makes for a total of 15 half- 
hour shows, plus numerous quarter- 
hour programs and shorts. 

Programs distributed by the first- 
run syndication unit at present are: 
The Adventures of William Tell, Glen- 
cannon, George Jessel’s Show Busi- 
ness and The Walter Winchell File 
(26 episodes of this series are off-the- 
network, and 13 are new). In addi- 
tion, the three NTA Film Network 
programs (This Is Alice, Man With- 
out A Gun and How To Marry A Mil- 
lioniare) will go into syndication in 
April. 

Aimed for national or network sale 
currently are: Flying Doctor, Manto- 
vani, Jungle Boy, The Third Man, 
High Noon, Adventures of the Sea 
Hawk, Grand Jury, Fate, Rogue for 
Hire and You’re Only Young Twice. 

Tape programs which have gone or 
will go the market-by-market route 
include The Bishop Sheen Show, Peter 
Potter’s Juke Box Jury, Mike Wallace 
Interviews, Open End and Wrestling 
from Minneapolis. 

Other programs on tape currently 
being developed and recorded at 
NTA’s Telestudios for telecasting over 
wnTa-TV New York may find their 
way into syndication or on the NTA 
network. These include Alex in Won- 
derland (with raconteur Alexander 
King), Henry Morgan & Co., Gypsy 
Rose Lee, Martin Gabel’s Roundtable 
and the Hy Lit disc-jockey stanza. 

Significantly, it is NTA’s diversified 
interests that allow it to take the lead 
in tape syndication. Last September 
the company took over Telestudios, 
Inc., pioneer video tape commercial 
firm in New York, and that acquisi- 
tion gave it studio and electronic fa- 
cilities for commercial and program 
production. At the same time, with 
two owned stations (the New York 
outlet and KMsp-tv Minneapolis) 
equipped with tape machines, NTA 
was able to develop ambitious local 
programs for syndication. 

Telestudios, under president George 
Gould, is free of course to develop 
and produce programs which are not 
necessarily of station origin, and Mr. 
Sillerman’s division is free to sell 
them to the best bidder. Mr. Gould, 
in a sense, is a supplier of product 
just as any Hollywood producer is. 
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POWER! 
blanketing an even larger 
area with a powerful signal 


NEW 


AUDIENCE! 
wxyz-tv adds new viewers 
running into the hundreds 
of thousands 


NEW 


COVERAGE! 


wxyz adds scores of sub- 
urbs, towns and cities 





Now transmitting from the 
heart of America's fifth market 
... center of Southeast 
Michigan's population shift! 


This huge 1,073 ft. tower per- 
mits WXYZ-TV to blanket a | 
larger area than ever with a 
powerful signal . . . adding 
hundreds of thousands of 
viewers to its coverage area! 
now WXYZ-TV serves more 
people, better! 





BROADCAST HOUSE—10 Mile ond North- 
western, 14 miles northwest of central Detroit 


WXYZ-TV 


CHANNEL 
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Represented Nationally by BLAIR-TV 
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This activity is in addition to his 
burgeoning commercial tape business. 

Prior to establishing Telestudios 
Mr. Gould was with CBS for 13 years 
as a producer, director and technical 
director, and his knowledge of elec- 
tronic production techniques was ac- 
quired during that period through 
directing such programs as Suspense 
and Justice. 

The executive structure of Mr. Sil- 
lerman’s division is not as yet com- 
pleted, but his initial appointments 
indicate that he wants experienced, 
hard-driving executives. 

Les Harris, assistant to the presi- 
dent, served with ABC for seven years 
in various sales capacities. His last 
position with ABC was national sales 
coordinator for the owned-and-oper- 
ated stations, and before that he 
served as eastern sales manager of 
ABC Radio. Prior to joining ABC 
Mr. Harris was in radio and television 
sales for NBC. 

Walt Plant, a vice president of NTA 
Program Sales assigned to Famous 
Films 


Angeles, was formerly vice president 


with headquarters in Los 
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Different? 

A recent comparative study of 
U. S. and English-speaking Ca- 
nadian tastes in television has 
revealed that our northern neigh- 
bors like just about the same 
things we do. 

Griffin B. Thompson, director 
of the Schwerin Research System 
in Canada, speaking on “The Tv 
Audience—Some National Differ- 
ences” before the Association of 
Canadian Advertisers, noted that 
“our evidence points to the con- 
clusion that national differences 
in tastes are less meaningful than 
regional differences within both 
countries. The Toronto tv view- 
er, in his attitude toward differ- 
ent types of shows, is often closer 
to the New Yorker than the lat- 
ter is to the midwestern Ameri- 
can.” 

French-speaking Canada, on 
the other hand, is sharply diver- 
gent in tastes and attitudes, not 
only from the U. S., but also from 
the English-speaking sections of 
the Dominion, and thus presents 
a great challenge to the Canadian 
tv industry. 





of the western division of Television 
Plant 
joined TPA four years ago, serving 


Programs of America. Mr. 


as an account executive and then cen- 
tral division manager before he was 
elected a vice president. 

Mel Schlank, a vice president of the 
division assigned to Famous Films 
with headquarters in New York, was 
formerly vice president in charge of 
sales of Gross-Krasne-Sillerman. Mr. 
Schlank joined Gross-Krasne four 
years ago, ultimately becoming sales 
vice president, a post he retained 
when G-K 
Sillerman. 

Arthur Spirt, vice president, NTA 
Programs Sales, central division, was 


became Gross-Krasne- 


formerly vice president in charge of 
the midwest division of Gross-Krasne- 
Sillerman. Prior to that Mr. Spirt was 
vice president, central division, of 
Television Programs of America and 
Independent Television Corp. 


Berne Tabakin, an NTA vice presi- 
dent, is in charge of all west-coast 
operations. Mr. Tabakin, before being 
elected a vice president, served with 
NTA for two years as director of na- 
tional sales, and before that was head 
of the tv Hollywood division of MCA, 
He is also a vice president of the NTA 
Film Network. 

Two executives are serving under 
Mr. Sillerman in the national area, 
They are Leonard S. Gruenberg, ¢ 
formerly a vice president of Gross- 
Krasne-Sillerman, Inc., and Lynn 
Phillips, Jr., previously a sales execu- 
tive with American Weekly. Mr, 
Gruenberg, formerly with RKO Radio 
Pictures, has an extensive background 
in motion-picture distribution, and 
Mr. Phillips has a television and print 
background, serving for four years in 
sales with NBC-TV before he joined 
American Weekly. 

It is still too early to estimate the 
impact of Mr. Sillerman’s Program 
Security Plan, which applies to pro- 
grams distributed by Famous Films, 
but it should be a severe one. For one 
thing, it illustrates the imagination 
and vigor of the veteran sales execu- 
tive, and its repercussions will un- 
doubtedly be felt throughout the in- 
dustry. 

In brief, the plan works like this: 
stations may acquire a wide variety 
of programming without heavy initial 
financial commitments. Each partici- 
pating station acquires exclusive 
rights in its market for two or more 
Famous Films packages (they have 
been broken into categories such as 
comedy and adventure). There is no 
requirement for an outright purchase 
or for a substantial cash payment, 
and after making its choice the station 
is given a specified period of time to 
sell or telecast the programs. PSP is 
so flexible, Mr. Sillerman notes, that 
a station is insured against any loss 
of its program investment. 

As can be seen, NTA Program Sales 
is well on the way. This fall it will 
be a substantial competitor with the 
leading television film companies on 
the syndicated and national level. And 
in the area of tape programming and 
distribution it appears as though it 
has no substantial competition. 
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Baseball (Continued from page 31) 


in its tv line-up. 

With 123 games slated for home- 
screen scrutiny, the Yankees can claim 
the undisputed championship of the 
video league also. Runners-up in the 
number of games they will put on the 
air are the Chicago Cubs, with their 
schedule of 77 home telecasts; the 
Philadelphia Phillies, with a total of 
64 home and away tilts; the Cleveland 
Indians, with 42 road and 13 home 
telecasts making for a combined 55; 
the Chicago White Sox, whose home- 
only tv sessions are tied at 54 with the 
Baltimore Orioles’ combination of 21 
home and 33 away; the Cincinnati 
Redlegs, with a 23-at-home-30-on-the- 
road aggregate of 53, and the Boston 
Red Sox, with 51—27 from Fenway 
Park and 24 while traveling. 

The Detroit Tigers are down for 40 
televised games this season, with 12 
of them coming from the home field 
and the remainder to be aired from 
the road. Also penciled in for 40 tv 
tilts are the St. Louis Cardinals, but 
none of these will be beamed from 
Busch Stadium. One of the strongest 
advocates of televising away games 
only, the Cardinals have long felt that 
through such a concept a continuity 
of interest is maintained which helps 
considerably at the gate for their 
home games. 

The only serious backsliding in the 
ranks of video baseball this year is 
being provided by the Washington 
Senators. In a drastic curtailment of 
the number of games they were wont 
to present on tv in previous seasons, 
the Senators have reduced their 1958 
figure of 48 to a mere 13 telecasts for 
this outing. 

Says Herb Heft, public-relations 
director for the club, “Last year we 
televised 24 home games and 24 road 
contests. Thirty of these games were 
also beamed to Baltimore. This year 
we will televise only eight home and 
five away games, with none of them 
going into Baltimore. The principal 
reason for this cutdown is to find out 
what effect, if any, extensive telecast- 
ing has on home attendance.” 

The Milwaukee Braves again this 
season have refused to succumb to the 
lure of a lucrative tv-rights sale, being 


content with the fact that they have 
been setting attendance records—for 


both leagues — since 1954, running | 


over the two-million mark each time 
except last year. But even with an 
admissions drop of 244,303 to 1,971,- 
101 in °58, the National League pen- 
nant winners still maintain a wide 
lead at the gate over every other club 
in both circuits. 

Pay television, supposedly one of 
the major blandishments in enticing 
the Dodgers and the Giants from the 
confines of Ebbets Field and the Polo 
Grounds to the wide open spaces of 
California, currently seems to be as 
far from becoming a fait accompli in 


the presentation of baseball games as 


it is in the presentation of any other 
kind of entertainment. 

Garry Schumacher, in charge of 
public relations for the Giants, says 
that the club is “again committed to 


pay television for 1959, but as of now | 


I have no information as to whether 
Skiatron is ready to begin operations 
in the San Francisco area. 

“We will, however, have no telecasts 
on a regular sponsor basis. We did not 
telecast at all last year, and attendance- 
wise we did exceptionally well—almost 
1.3 million—which is better than any 
year for the Giants since baseball 
began to be televised.” 

Statistics can, of course, generally 
be made to “prove” anything, and Mr. 
Schumacher’s concluding fact would 
appear to make a neat point for the 
“televised baseball, who needs it?” 
coterie. But by the same statistical 
token, baseball gate figures clearly 
indicate that high attendance invaria- 
bly accompanies a ball-club switch in 
cities—and the Giants, finishing in 
third place, as compared to sixth the 
year before, attracted the additional 
greater interest customarily accorded 
a team in strong contention through 
most of the season. 

Regardless of such factors as these, 
and regardless of those video factors 
which may have a very real beneficial 
or deleterious affect on baseball’s turn- 
stiles, there can’t be much doubt that 
telvision plays a key role in bringing 
the national pastime to the attention 
of countless people who lack the op- 
portunity to visit a ball park per- 
sonally or regularly. 












































1,177,172 Square Miles 
7,500 Accounts 


1,000 Advertising 
Agencies 


| HAT'S the eleven western states. 

And a media salesman must move 

| fast to cover his prospect list. Not much 
time to pioneer new accounts. 


He needs help. Help from Western Ad- 
vertising, the magazine that western 
advertisers and agencies look to for 
advice, counsel—the straight story— 
whether it be spot news or “how to” 
articles. For the full story on WA and 
how it can help you—as it helps its 
readers—call or write one of our offices. 


NA 


Western Advertising 
for Western Attitudes 





Los Angeles 
Chicago 


San Francisco “ 
New York . 


WHBF-TYV 


covers the nation's 


47" 


TV MARKET 


Y The Quad-City Metropoli- 
tan Area, home of WHBF- 
TV, is the hub of a great 
agriculture and industrial 
territory that encompasses 
1,300,000 people . . . the 
47th TV market in the 


«~<e <— << 


nation. 





STRONG & PRODUCTIVE FROM DEEP ROOTS 


WHBF 


* RADIO & TELEVISION 


Western Illinois 


REPRESENTED BY AVERY-KNODEL, INC. 
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The case of the 
reluctant advertiser 





Every television salesman has a few pros- 
pects who should be customers but who, for 
one reason or another, won't try the medium. 
Some of these merchants and distributors 
have never used tv. Others were victims of 
poorly planned or badly executed campaigns. 


For prospects like this you couldn’t ask 
for a_ better convincer than the one 
TELEVISION AGE is offering. Our exclu- 


sive series of product group success stories 


Reader’s Service 


2 e 
Television Age 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 


Number of copies 
Auto Dealers (66 case histories) — 
Bakeries & Bakery Products (12) —— 
Banks & Savings Institutions (19) .—— 
Beer & Ale (42) 
Candy & Confectionery Stores (16) —— 
Coffee Distributors (16) 
Cosmetics & Beauty Preparation (29) —— 
Cough & Cold Remedies (12) se 
Dairies & Dairy Products (26) —- 
Department Stores (37) —. 
Drugs & Remedies (36) 
Dry Cleaners & Laundries (10) — 
Electric Power Companies (16) — 
Electrical Appliances (24) 
Farm Implements & Machinery (12) —— 


Gas Companies (11) 
Gasoline & Oil (28) 
Groceries & Supermarkets (23) 
Hardware & Building Supplies (17) —— 


Name 


includes literally dozens of actual experi- 
ences in television by firms in every business 
group. 


One of these product group stories will fit 
your reluctant prospect—it may well be the 
convincer you need to make that sale. 


Product group stories available in reprint 
form are listed on the order blank on this 
page. Fill it out and return it today. 


Number of copies 
Home Building & Real Estate (14) 
Insurance Companies (14) 
Jewelry Stores & Manufacturers (22) —— 
Men’s Clothing Stores (18) 
Moving & Storage (26) -—- 
Newspapers & Magazines (20) — 
Nurseries, Seed & Feed (12) 
Pet Food & Pet Shops (12) —- 
Pre-fab Housing (10) 
Restaurant & Cafeterias (22) — 
Shoe Stores & Manufacturers (18) 
Soft Drink Distributors (16) ae 
Sporting Goods & Toys (24) —— 
Telephone Companies (10) _—— 
Television & Radio Receivers (14) —— 
Theatres (24) — 
Tires & Auto Accessories (12) 
Travel, Hotels & Resorts (15) — 
Weight Control (12) -_— 
Women’s Specialty Shops (14) 





Position 





Compan, 





Address 





City Zone 


State 





C1) Ienclose payment 


Oj Please enter my subscription for TELEVISION AGE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 


| 
| 
I 
| 
| 
| 
I 
I 
| 
| 
| 
| 
I 
I 
I 
I 
| 
| 
| 
| 
| 
| 
| 
| 
Furniture & Home Furnishings (15) —— 
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0) Bill me - 


| 


Wall St. 


(Continued from page 69) 


proximately half of the shares of 
the company and one-third of the 
warrants. 

The warrants, good for two years, 
|entitle a holder to buy some of the 
company’s common stock at the price 
of $3 per share. The warrants are 
also transferable and __ therefore 
| negotiable. The warrant holders are 
| protected against dilution, merger or 
| recapitalization. 

The issue was sold out, according 
to the underwriters, and the stock 
at last report was quoted at $2 34-56, 
with the warrants being quoted at 


Yeths bid. 





Agency Critics Answerea 
The Huckster’s Revenge, by Fred 
B. Manchee. Thomas Nelson & Sons, 
New York, 308 pp., $3.95. 
Memories of 32 years with the same 
Madison BBDO, 
make up the content of The Huckster’s 


Avenue agency, 
Revenge and an answer to adver- 
tising’s eritics. Joining the agency in 
1926, Mr. Manchee wrote copy, 
handled accounts, 





became a vite 
president and a member of the board 
of directors and retired in 1958 as 
| executive vice president and treasurer 


of the agency. Retirement was accord- 
| ing to a lifelong plan to close out his 
| business career at 55 and devote his 
| time to writing, speaking and garden- 
| ing. 

His method of answering agency 
critics is to give a straightforward 
and factual review of his 32 years in 
the business and in doing so to point 
out that the unsavory picture some- 
times painted presents the exceptions 
instead of the rule. Illustrations are 
by Alphonse Normandie, art director 


at BBDO. 


/#5 time fo roll up your sleeve... 


LX GIVE 






CALL YOUR RED CROSS TODAY! 


NATIONAL BLOOD PROGRAM 
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In the picture 


Ray J. Mauer has been appointed creative director of Geyer, Morey, Madden & 
Ballard, Inc. A vice president and member of the ‘board of directors of the agency, he 
succeeds Wirt McClintic Mitchell, now chairman of the creative plans board. Mr. Mauer 
joined the agency, then Geyer Advertising, Inc., in 1955 as director of tv and radio. 
A year later he was named assistant creative director with primary responsibilities for 
broadcast media activities. He had been with Cunningham & Walsh, Inc., as a radio-tv 
writer, director and producer for two years before joining Geyer, and from 1951 to 
1953 he served in similar capacities at BBDO, following a year with Archer Productions as 
writer-producer of tv films and commercials. His first agency association was with 





Campbell-Ewald, from 1940 to 1950. 





Also at Geyer, Morey, Madden & Ballard, Inc., 
Lewis H. Happ (1.), Frederic C. Maine (c.) 
and David J. Wasko (r.) have been elected 
vice presidents. All three have substantial execu- 
tive tenure at the two agencies which merged in 
January to form GMM&B. Mr. Happ joined Geyer 
Advertising in 1954 and two years later was named 
media director. Mr. Wasko had been assistant 
to the president at Morey, Humm & Warwick 
since 1953, and Mr. Maine, copy chief since 1953. 





Herman L. Johnson has been appointed to the post of executive vice president of 
Hazel Bishop, Inc., according to an announcement by Robert G. Urban, president of the 
cosmetic company. Mr. Johnson’s duties will include the direction of the entire domestic 
field sales force and of the international department activities. He will also continue to 
supervise and maintain direct contact with syndicate store operations. Mr. Johnson began 
his association with Hazel Bishop in 1955. Since that time he has been in charge of sales, 
and under his direction the entire Bishop line was repackaged and the sales staff re- 
organized. He was formerly president of Johnson & Co., one of the largest sales agencies 
representing national brands in all fields. Other firms with which he has been associated as 
executive director include the House of Westmore and the Dura Gloss Co. 





Cherles S. Steinberg has been named CBS-TV vice president, information services, 
it has been announced by Louis G. Cowan, president of the network. Mr. Steinberg went 
with the CBS television network as director of information services in May 1958. Prior 
to that he had been director of press information for the CBS radio network since Janu- 
ary 1957. Before joining CBS he had been associated with Warner Bros. for 14 years, as 
assistant director of publicity and as eastern publicity director. A native of New York 
City, Mr. Steinberg attended Washington Square College, where he received his B.A.; 
subsequently he received a Ph.D. from the Graduate School of Education, New York Uni- 
versity. He taught in secondary schools and colleges three years and served as director of 
education for the Book of the Month Club. He is author of The Mass Communicators. 











Julius Barnathan, ABC-TV director of research, has been elected a vice president of 
the American Broadcasting Co., it has been announced by Donald W. Coyle, ABC vice 
president and general sales manager for television. Mr. Barnathan has been with the 
American Broadcasting Co. since 1954, when he was named supervisor of ratings. In 
1956 he became manager of television research and the following year was appointed 
director of tv research. Prior to joining ABC, Mr. Barnathan was director of media re- 
search and statistical analysis at Kenyon & Eckhardt, Inc. He is a graduate of Brooklyn 
College and holds a master’s degree in mathematical statistics from Columbia University. 
During World War II he served with the U.S. Naval Air Corps. He is a member of the 
R.T.E.S., the Radio-TV Research Council and the American Statistical Association. 





April 6, 1959, Television Age 75 








says Tom Garten, Sales Vice Pres. 


WSAZ-TV 


HUNTINGTON, W. VA. 
How do you program a show to be 
best in its time slot? WSAZ-TV 
answers that with the Spinach 
Playhouse. The results they get 
with POPEYE and WARNER 
BROS. Cartoons are “fabulous”, 
according toSales V.P.Tom Garten. 
“Our Spinach Playhouse out- 
pulls both competitors in two 
time slots. We get ARB ratings 
like 29.7 vs.15.0 and 8.0. Only 
recently our M.C. offered club 
cards and pulled 7,000 re- 


quests in just over 2 weeks.” 


And WSAZ-TYV finds that as high | 
as 38% of the Spinach Playhouse | 
audience are adults! No wonder all | 


types of sponsors are enthusiastic 
about POPEYE and WARNER 


BROS. Cartoons. They build and | 


hold program loyalty that quickly 
becomes product loyalty. 


Give your station a best-in-its-slot 


program with POPEYE and_/| 


WARNER BROS. Cartoons. It’s 
a sure-fire way to snag sponsors 
and keep them. 





® e & 
UNITED ARTISTS ASSOCIATED, ie. 


NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 

LOS ANGELES, 9110 Sunset Bivd., CRestview 6-5886 
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Here is another example of how tv 
delivers an audience: On March 16 in 
Long Beach, Cal., Mrs. Virginia Smith 
delivered her own baby without help 
while watching tv from a couch in her 
living room. The time was 1:30 a. m. 
“It was a good movie, and I didn’t 
want to turn it off,” the 38-year-old 
mother explained. 

Mrs. Smith never did call a doctor, 
nor did she go to a hospital. “They 
gave me too much anethesia in the 
hospital for one of my deliveries,” the 
mother of four other non-cathode- 
tube tots said, “so I decided to have 
this baby at home.” 

The father, the cad, had gone to bed 
in the next room some three hours 
earlier. Mrs. Smith was 
alone, until the baby came, and then 


viewing 


the two of them kept on watching un- 
til the picture was over. It was an 
old George Raft movie entitled Lucky 
Nick Cain. 

* * * 

Attention Mr. Smith of Long 
Beach, Cal.: A man was watching his 
favorite television show in Stockport, 
England, when along came his father 
and switched channels. The man beat 
up his father. 

Those angry young beatniks! 

* * 

Television behind bars: Officials of 
the county jail in Hamilton, Ohio, 
heard that one of the prisoners was 
hiding a lethal club in his quarters. 
They ordered a shakedown. And the 
prisoners were warned that unless the 
weapon was turned in there would be 


| no television that night. 


As it turned out, not one but five 
clubs Also 


hacksaw blades. 


were turned in. three 


The inmates saw tv that night. 
* * * 

By word of sight: A couple of days 
after publication of the book, Broth- 
erhood of Evil: The Mafia, by Fred- 
eric Sondern Jr., Steve Allen held up 
a copy so that his viewers could see 
it in close-up. Next morning 4,000 
copies were sold and, the morning 
after, another 4,000 copies. 

Another sensational example of tv 


muon soc Jr Camera 






booksmanship has to do with Alex. 
ander King’s Mine Enemy Grows 
Older. Mr. King appeared on Jack 
Paar’s show one night, and next 
morning some 2,000 copies remain. 
ing of the first printing were sold out. 
The author then began making week. 
ly appearances on the Paar show, and, 
at last count, some 62,000 copies have 
been sold, placing the book on the 
best-selling list and, incidentally, get- 
ting Mr. King a tv show of his own 
on WNTA-TV in New York. 
* * * 

We're not willing to concede the 
fact, although we appreciate that it 
may be possible that the Russians did 
thing 
seems, from some fresh evidence on 


invent television. But one 
hand, to be undeniable: The Russians 
sure can kill tv. 

Mikhail Matusovsky, a Soviet poet 
and composer, wrote in the Literary 
Gazette, published in Russia, that he 
was fed up with Soviet tv program- 
ming. The shows are dull, repetitious, 
stilted, humorless and unimaginative, 
Mr. Matusovsky said. 

Specifically, Mr. M. complained 
that he was tired of switching on his 
set (there are about one million ty 
receivers in Moscow) and seeing acro- 
bats “hoisting each other” across his 
screen. He also accused tv program- 
mers of showing two films—Carnival 
Night and Spring—more times than 
Sputnik III has 
around the 


made _ revolutions 
(4,258 times at 
least). The poet wanted to know why 


earth 


tv isn’t livelier, why it can’t display 
some originality, and why it doesn’t 
report more fully on ordinary people. 

Again specifically, Mr. Matusovsky 
suggested that tv cameras show the 
bustle of Moscow’s railway stations 
and turn its microphones over to 
travelers (What's My Line?); pro- 
grams from airports contrasting “Si- 
berian fur coats and saris of pas 
sengers” (Leave It to Beaver) ; scien- 
tists talking about the abominable 
snowman (Naked City); prize-win- 
ning amateur movies (People Are 
Funny), and light-natured space pro- 


grams (Strontiumhouse 90). 









How it feels to 
be enjoyed and a giant 


Maybe you think you have troubles. But 
what if you were a giant? And, what if you 
had to go around broadcasting pictures and 
sound through the air? You'd be in quite a 
dither now, wouldn't you? 


But KPRC-TV, The Houston, Texas tele- 
vision Giant manages to be pretty philo- 
sophical about it all. He figures being a Giant 
by career has its problems just like any other 


business, and you just have to adjust to them. 
Of course it gets a bit lonesome at times. 

poet 

erary ; . 

at he to talk to. But, he lives for his work. Fact is, 


There being so few giants around these days 


wai in this respect he’s a little bit neurotic. He 
ious, has a sort of compulsion complex, you might 
ative, say. Feels he has to carry and sell the best 
products and services in the whole wide 
ained world. Won't rest. Won't let any of us rest. 
n his You take KPRC-TV programming. First 
yn tv 
acro- 
s his 


yram- : : : ‘ : 
ee first stations in the nation to invest in a 
nival 


off, he developed a very special breed—very, 
very varied entertainment with fresh, well- 
placed commercials. Then, he was one of the 


than video-tape recorder—figured that was one 


tions 
sa loved his programming. But, did he sit back 


way to retain the freshness. So everybody 


es on his laurels and relax? Not him. First thing 
splay you know, he came up with a way to quick- 
esn’t cook participating spot announcements. 


ople. It’s hard to guess what he'll be up to next. 


yvsky But that’s The Houston Giant for you. 
y the 
tions 
rr to COURTESY OF THE GREEN GIANT Co. 
pro- 
, “Si. 
pas: 
cien- 
nable 
-win- 
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- pro- EDWARD PETRY & CO., NATIONAL REPRESENTATIVES 








Not only can you put all your eggs in one f 
in the KERO-TV market — it’s the wise thingt 
KERO-TV is the only single advertising mediu 


reaches all of the more than a million prosp 

1 people who live well and buy lavishly if 
great Southern San Joaquin Valley — Califa 
SUPER-market. And, KERO-TV does more 
just reach these people. It delivers your sales 

sage with full impact. Entertainment) 


~, advertising production is in keeping 
\ 4 


the size, sophistication and spenm 
& power of the audience. KERO-TV ff 
ties are big-time and are manned ¥ 
a big-time staff. Presentation of both 

~ programs and the commercials 

stand the scrutiny of the mosté 
cal agency and client. You get 


WHO SAYS YOU CAN’T ? A full treatment, too, with 


chandising and marketing id 
~~ So when the Petry man 
heap the KERO-TV basket hi 
KERO-T 


CALIFORNiA‘S SUPER-marke 


BAKERSFIELD 
CHANNEL 10 


REPRESENTED BY EDWARD PETRY & CO., INC. 
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